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14 
16 
17 History bluish light. Then they passed on, to struction of the Panama Canal : 
lavish their admiration upon the huge “Nothing short of infallibility was 
22 ; Corliss steam engine.” demanded. Errors by the operators, 
EVERAL years ago the late Probably nothing can dramatize endangering lives and property on 
24 lamented Frank Rae wrote a more forcefully the transformation ac- board vessels passing through, must 
series of articles for this pub- complished in just two generations be made impossible. 
lication under the title “This Romantic than this contrast between the two “For previous canals there had been 
” Business.” These were reminiscences arc lamps shown at one World’s Fair a large force of operators scattered 
of early days in the electrical field, and in 1876 and the marvels of electricity along the canal-way, each charged 
the great response that came from which created the New York and San with one control operation. Safety 
mi veterans and younger men in the in- Francisco Expositions of 1939-40. from error increased as the number of 
dustry indicated a keen interest in this human beings increased. But control 
uncommonly interesting history. for each lock centered in one man’s 
Now, the whole fascinating story is HIS book traces these transforma- hands, and that man had to proceed 
told consecutively and at length in a tions to the men responsible for without error—this was a staggering 
new book “Men and Volts” by John them, with especially full detail to the demand. 
Winthrop Hammond, published by work of the great pioneers who laid “Edward M. Hewlett, designer of 
rict J. B. Lippincott Co. The work is the foundation: Edison, Thomson, switches and controls, went to work 
subtitled, “The Story of General Elec- Houston, Brush, Rice, Sprague, Stein- over the requirements quietly. Upon 
tric.” It is, however, broader than metz and others; the foundation of the Hewlett’s assertion that he could make 
= that. It is more nearly a complete research laboratory and the con- this system work, the control contract 
account of the pioneer period of elec- tributions of Whitney, Langmuir and for the Panama Canal was awarded to 
tory trical development and industry prog- Coolidge. Their great contributions General Electric. Now he had to live 
) ress. The last twenty years is briefly are narrated in detail and a full ac- up to his promise. 
n summarized; too briefly for this story count is given of that great creative “First Hewlett consulted with the 
also deserves a_ detailed account. industrialist, Chas. A. Coffin. engineer of a concern that made inter- 
“But someday—” as the introduction It is an inspiration to this genera- locking railroad switch devices, to 
states—“‘when time has added the per- tion of electrical men to scan the obtain a bid on that part of the work. 
spective so essential in preparing an record of these truly great men. They “*You people don’t know anything 
historical narrative, the story of these had character as well as brains; a about interclocking devices!’ ex- 
two decades must be told, for it was wonderful combination of endurance claimed the engineer. ‘We know the 
in these years that many of the efforts in the face of opposition; patience in interlocking business; you don't. 
of the pioneers were brought to the face of skepticism; and daring at You're suggesting something that 
123 fruition. And in this period, too, were the call of opportunity. They had a cannot be done at the price that you 
sown the seeds that will mature to faith in the inexhaustible possibilities require.’ 
128 create the wonders of the world to of electricity that caused them to work “Not at all,’ Hewlett replied with 
come.” wonders. some spirit. ‘We were building inter- 
126 The story starts in 1876 with the locking apparatus when you were in 
showing at the Centennial Exposition short trousers, and what’s more, we’re 
104 of two small dynamos, each supplying SINGLE quotation illustrates the in the business of doing things that 
current to a single arc lamp. “What tone of the book. The following can’t be done’” 
138 curiosities” spectators remarked, held incident deals with the intricate con- This is still the spirit of the elec- 
for a moment by the dazzle of the trol apparatus called for by the con- trical industry. 
147 
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OUTSTANDING ATTRACTION 
AT FURNITURE MART! 


The display of new Philco Refrigerators at the 

Furniture Mart in Chicago is the high-spot of 

the show! The eye-catching beauty and easily Oxy 

demonstrated advantages of the new Philco ? ee 

make it a sensational standout wherever it is go a 

exhibited! her pr 
uring 
tk-plu; 
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ee Your Philco Distributor 


Don’t wait! i 
wait! See your Philco Distributor or call him 


now. Get set up for the bi . 
ever had... with PH —~ refrigerator year you've 
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| 
ORDERs 
for N ST VE 
ing n © new ational AR’S 
those 194) Con ! 
Service” Philco, way Ppa 
Its, es, oO, wi @St ilco ton 
elf o New Ith Ref;; In Ch; 
Bht to Ndab; new Zo, 
lity aur Th OF mor, 
anc New Is am e 
» Cxc 
MOsr 
ALEAR During the past few qeeks 
Oni, F VE LE FE have met and marvelled at this new creation © 
Phileo R OF ATUR engineerin’ genius: The amazing number of orders 
a te FE RED ES placed by dealers at these meetings is real proof of their 
Ozen Parte ©u the ! enthusias™ over the 1941 Advanced Desig® philco Re 
ISH Power for frigerator’ It's Refrigerator that will make more money 
new System - the Ty Co] for you because its exclusive, visible sales features give 
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Washer-lroner Sales!” 


Oxydol and also in four-color Sunday 
spaper ads in 131 newspapers in 108 
s. A total of 173,964,993 selling messages 
go out on the Clinic. Never before has a 
her promotion reached such an audience! 


uring this Amazing Free Come-in Offer 


rk-plug of the promotion is the FREE auto- 
ic washing guide (shown above) which 
§ the answers to 35 washday problems at 
woman’s fingertip. Designed by home 
nomists, tested on hundreds of women, 
been pronounced a “sensation”. 


Sell the Full EASY Line 


Only EASY could sponsor this promotion, 
because only EASY has the complete line which 
solves the washing problem of every type of 
family. This means the entire home calles is 
wide open to you. You have a chance to sell in 
every income bracket! 


Raise your Unit-of-Sale 
But—while the promotion features the full 
line, it emphasizes the top-end models, where 
your greatest profits come from. It ties in per- 
fectly with EASY’s basic step-up selling pro- 
gram. You are able to solve 


HOME LAUNDRY 


SMALL SET-UPS ALSO CAN BE MADE 


EQUIPMENT 


normal washing problems 
with the $49.95 washer. 
But the Clinic demonstra- 
tion dramatizes the greater 
savings, the better results 
obtained with each step-up 
model . . . proves the advan- 
tage of “buying the best”! 


To Help You Put it Over 


In addition to the Clinic Display and the Free 
Guide, we've prepared a whole kit of other sales 
helps. Including—spot radio announcements, 
a tabloid newspaper on domestic science sub- 
jects, and newspaper mats. 


Don’t Wait...Act Now 


Every dealer who ties in with this great pro- 
motion has a chance to establish himself as the 
home laundry equipment leader of his com- 
munity. It’s your best bet yet to increase pre- 
sent and future business. DON’T MISS OUT! 
Write us today for full materials on the Clinic. 
Address: EASY WASHING MACHINE COR- 
PORATION, Dept. EM-2, Syracuse, N. Y. 


Few Choice Territories Open 
There’s still a chance for aggressive retailers 
to snap up a valuable EASY franchise in cer- 
tain localities. Write for full particulars today! 


CLEANING 
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The Fourth of a Series of Articles 


On the Cost of Retailing Appliances 


By Ernest 


Dealers that make money have 5.14 turnovers per year wee 


HIS is the fourth and last of a 

series of articles based on a 

survey made by 
MERCHANDISING. The first one gave 
costs of doing business by representa- 
tive dealers. The second showed the 
importance of management in the con- 
trol of expense. This one has to do 
with merchandising and sales as they 
help or hinder the making of a net 
profit. 

While each article is complete in it- 
self the three should be considered as 
a whole if the greatest help from them 
is to be had for your individual busi- 
For example, your costs of 
doing business may be very low but 
your merchandising and sales policies 
so weak that a net profit is impossible. 
We have in our files statistics of a 
dealer whose total costs were less than 
twenty per cent and yet he lost almost 
three per cent in his net results be- 
cause of poor merchandising and sell- 
ing. 

Let us now look to facts and 
figures. First we will explore mer- 
chandising as applied to inventory, 


ness. 
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a / . 
trade-in percentages, aggl the disposi- 
tion of trade-ins. © 
LJ 
Table No. | 
Rate of Turnover 
Total Cost of Total Rate 
Merchandise Inventory of 
Sold at Cost Turn-over 
Electrical Dealers That Made Money 
$813,738.00 $158,385.00 5.14 
Electrical Dealers That Lost Money 
$774,092.00 $173,790.00 4.45 
All Electrical Dealers Combined 
$1,587,830.00 $332,175.00 4.78 


Average Inventory and 
Turn-Over 


Average inventory is obtained by 
adding the twelve month end inven- 
tories at cost and then dividing this 
by twelve. This result then is divided 
into total sales reduced to cost in order 
to determine rate of turn-over. 


C. Hastings 


We separated the questionnaires re- 
turned to us by dealers according to 
whether they made or lost money in 


order to ascertain 
over on net profit. 
profitable dealers with an average 
turn-over of 5.14 times while those 
who lost money trailed badly with 
only 4.45 times. 

In view of the above we say with- 
out reservation the number of dealers 
losing money would have been cut in 
half if their turnover had been 5.14 
times. 

Let us take a very simple illustra- 
tion to prove the above. Suppose you 
have only one dollar invested in your 
business and your gross profit is 35¢ 
on each turn-over of it. With a four 
time turn-over your one dollar earned 
only $1.40 while with a five time turn- 
over you would have had $1.75 gross 
return from your investment. This 
extra 35¢ of earnings also wpuld have 
been reflected in reduced inventories, 
and in markdowns from old or un- 
saleable appliances. A fact which could 
easily turn red figures into black. 


the effect of turn- 
The result shows 


Table No. 2 
Percentage of Trade-Ins To Unit Sales 
Refrigerators Washers Cleaners Ranges 
Electrical Dealers Who Made Money 
37.44 40.22 39.50 41.67 


Electrical Dealers Who Lost Money 
37.44 49.22 39.28 41.25 


All Electrical Dealers Combined 
37.44 44.72 39.38 41.43 


Percentage of Trade-Ins to 
Unit Sales 


This is a most interesting compat 
son in that it proves the percentage 0! 
trade-ins necessary to make sales ar 
almost exactly the same whether yo! 
are making or losing money. 

An extensive survey made by Ele 
trical Merchandising in January 
1940 showed estimated trade-in pe™ 
centages for refrigerators in 1940! 
be 26.2 per cent and for washers 5] 
Our June 1940 study indicated reiris 
erators to be running considerabl! 
ahead and washers below estimate: 
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However, the difference in washers is 
ot considerable but that of refrigera- 
The explanation is the June 
gures include both ice boxes and 
lectric refrigerators while January 
pplied only to refrigerators. 

If we had not asked the question 
ext to follow we might conclude 
ade-in percentages have little to do 
ith a profit or a loss but ‘such is not 
e case as you will see under the next 
estion. 


yrs 1S. 


Table No. 3 
Percentage Disposition of Trade-Ins 


Refrig- 
er- Wash- Clean- 
ators ers ers Ranges 


Electrical Dealers Who Made Money 
Junked 29.43 36.00 38.75 55.00 
Reconditioned 64.29 48.29 36.25 13.75 
Sold "As Is" 6.28 15.71 25.00 31.25 


Electrical Dealers Who Lost Money 
dunked 15.75 36.88 74.00 19.17 


Reconditioned 68.00 53.12 22.60 60.83 
Sold “As Is" 16.25 10.00 3.40 20.00 


All Electrical Dealers Combined 


Junked 22.13 36.47 58.33 33.50 
Reconditioned 66.27 50.87 28.67 42.00 
Sold “As Is 11.60 12.66 13.00 24.50 


Percentage Dispositign of 
Trade-Ins 


Here is where the trud# story of 
ade-ins comes out. We Wish space 
ermitted a more detailed ‘Giscussion 
f the subject. We will bflef it and 
h reading our conclusions keep a 


weather eye on the table published in 
connection with our comments. 

Money making dealers junk more 
refrigerators, recondition less, and 
sell many less as is. All of which 
proves the profitable dealers to be 
much more careful in the trade-ins 
they accept. This will be emphasized 
in the sales efforts. 

With washers the profit makers 
junk about the same, recondition less, 
and sell more as is. Again proving 
greater care in the acceptance of old 
washers. 

Cleaners doubly emphasize the stif- 
fer policy of successful dealers in 
trade-ins. They junk slightly less than 
half those of the non-profitable sellers. 
They recondition a half more, and sell 
as is over 21 per cent more. We doubt 
any dealer can make money on clean- 
ers having even the average percent- 
ages of junking of all electrical mer- 
chants as shown in the table. 

Ranges reflect an entirely different 
story. The table proves beyond ques- 
tion profit making dealers have real- 
ized the possibility in electric ranges 
while the losers have not. This is 
reflected in the number junked. The 
reconditioned figures also prove this 
to be a fact. Successful appliance 
sellers are accepting electric and gas 
ranges as trade-ins at a nominal valua- 
tion while those losing money are 
taking electric ranges only which they 
can condition or sell as is. 

Reconditioning of electric ranges is 
still expensive, and when a dealer 
attempts to “fix up” over sixty per 
cent of what he takes in trade the 
chances are he will lose money. 


. .. dispose of trade-ins prudently 
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Average Number of Salesmen 
Electrical Dealers Who Made Money 


Inside Outside Income 
2.13 4.44 $1,872.00 
Electrical Dealers Who Lost Money 
2.67 2.90 $1,563.00 
All Electrical Dealers Combined 
2.41 3.63 $1,709.00 


Average Number of Salesmen 
and Income 


If we were asked to pick any one 
thing which determines the differ- 
ence between a loss and a profit we 
would name salesmen. 

Good salesmen can and do keep per- 
centages of trade-ins and the amount 
allowed for them down to a minimum. 
They reduce unnecessary service calls 
by fully explaining to each customer 
the features of the appliance sold to 
her. They require less management 
or direction so the boss has more time 
for other things. They help reduce 
credit risks and increase the time 
payments. These and many more 
things can be done by a good sales- 
man, They all are a distinct aid to 
net profit. 

The degree of influence of sales- 
men is entirely a question of the type 
of men representing you in the field. 
The kind of men you get is dependent 
on what you pay them or what they 
can earn. The table below shows 
salesmen making an average of 


Table No. 4 


--. and keep outside salesmen 
busy and well paid 


$1,872.00 per year with profitable deal- 
ers and only $1,563.00 with those los- 
ing money. Our survey showed sales- 
men with money making dealers mak- 
ing a top of $3,600.00 while the best 
earnings with losing dealers was only 
$2,500.00. 

The figures are much more enlight- 
ening when you note the average num- 
ber of outside salesmen with dealers 
in black figures to be 4.44 while 
with the red figure dealers they are 
2.90. 

Sure we know you can’t have a 
quarter or a half a salesman physically. 
But boy, you sure can have a one tenth 
salesman in ability or effort. 

The inside salesmen for both profit- 
able and non-profitable sellers of 
major appliances are about the same 
which is all wrong. If some of the 
inside salesmen with negative profit 
dealers were sent out after business 
rather than sitting around waiting for 
business to come in the net results 
might be different. 
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Here the cameraman catches a deal in action as the Anniston Electric Company accepts the faim °° 

cow in trade for a washing machine. Shown in the picture are, left to right: Bob Pendergrass This 
Wyatt Mickles, star salesmen for this concern; Frank Kirby, president, with his arm around the comm? expl 
neck; Hal Hill, advertising manager for the Anniston Star, holding a “Let's Trade Advertisement gent of 
the Anniston Electric Company; Mr. Customer, and Guy Dill, vice-president of the company. fend V 


(At left) Copies of the company's newspaper advertisements. made 
“lub e 
wer, it 
he ye 

ample 
this 

For 
exes Fer npplian 
Light Bulbs! oses O 
Flectrie res 

age nds it 
. n six ( 
ect 1s 
Refrige 
t $1.0 
5 cent 
n orde 
MAGINE an electric dealer who together with the company’s nai co 
invited the public to come in and “Got a Cow? Let's Trade;” “Go “We 
trade their mules for refrigera- Mule? Let’s Trade;” “Got a Bu ae 
tors, cows for washing machines, hay Let’s Trade;” “Got a Billy? | one 
for vacuum cleaners, eggs for light Trade,” and so on. Presid 
bulbs and so on! A few such unorthodox swap: a a 
That is just what the Anniston — sulted and they were duly advertis¢ ace 
Electric Company, Anniston, Ala., did load of hay was stacked up in fron! a 
and it proved to be not just a crazy _ the store to attract attention and im rated 7 
idea but smart merchandising as well. questions. A few days later a P “a 
The concern took a half page display was tethered out there. The nel a he 
WATER WEATERS $6 in the local newspaper announcing its paper cameraman snapped a scent 
comPunreLy “Let’s Trade” promotion. Signs, 4x8 a farmer traded the family cow !  nece 
ELEC feet in size, were erected on the prin- a washing machine. tigera 
a cipal highway entrances to the city But all of this was just froth, }@%. . 
spotlighting the same idea. These num stuff, designed to get over let 1 
signs in color showed the head of a__ basic idea that this concern carrie he uel 
horse and a cow. Follow-up adver- complete line of appliances and wo nche. 
5 tisements spotted throughout the news- trade—especially for used reirigt | 
paper carried such messages as these tors, ice boxes, washers and _ sto! 
LEC 
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FOR WASHERS! WORSES 
CONS FON CHICKENS FOR ELEC ANYTHING! 
SW AP And B — 
Lets win’ | 


By George 


pigs, sheep, anything! 


o trade, 


s such it was worth about $10,000 
9 this concern. The newspaper ad- 
ertisements which spotlighted the 
villingness to trade for farm animals, 
iso added that “If you haven’t got a 
ow, or a saddle horse, perhaps you 
ave an old model appliance and have 
ished for a new one. You have? 
Vell, we'll swap with you and give 
ou a very liberal allowance!” There 
na nutshell was the real idea. Be- 
wath the highway signs were placed 
half dozen or more old appliances, 
mostly refrigerator cabinets of obso- 
ete models. This served further to 
tress the trade-in idea on used appli- 
ances. 


s the fam 

jergrass his stem winding promotion helped 
d the o@mo explain why Frank Kirby, presi- 
isement' Ment of the concern, Bob Pendergrass 
mpany .@end Wyatt Mickles, salesmen, all 


lade Westinghouse’s Quotabusters 
lub even before the year was half 
wer, in fact they did the same thing 
he year before. This also was a 
ample of other unique methods used 
this concern. 
For instance this company rents 
pppliances. That is the way it dis- 
oses of some taken in trade, but it also 
ents new merchandise as well and 
2 nds it a straight cut to sales. Wash- 
ts are rented at $1.00 per day and 


/ n six out of 10 cases where the pros- 
ect is followed up a sale is made. 
Refrigerators are rented on a basis 
i $1.00 per cubic foot per month or 
5 cents in case of a used machine, or 
norder to simplify it at 10 or 15 cents 

— day. Vacuum cleaners are rented 

cohen about the same basis as washers. 

“We have been renting appliances 

ily? LAg’’ More than two years and find it a 

? profitable source of business,” said 

resident Kirby. “Under this plan the 

vertiselerospect in effect pays for a demon- 

i Saal tration, but prefers it that way be- 

send eee she does not want to be obli- 

ce ad sated to buy unless she chooses. But 
ig ne woman who takes a washer into 
= scone” home in about 60 per cent of the 
ly cow! ases sells herself on it and it becomes 

i Necessity just as the telephone, re- 
froth, B tigerator or radio. A salesman calls 

+ ever! m her and finding her interested offers 

earth let the amount of the rental pay on 

ond wi l¢ purchase price. That just about 
nches the sale. 

and sto! 
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Anniston Electric will 


H. Watson 


ows for washers! ... horses for refrigerators! .. . 
hickens for electric irons! . . . eggs for light bulbs! . . . 


And if you have nothing 


rent appliances 


“Oi course we run into some trouble 
with our rental service. There may 
be the woman for instance who thinks 
she can rent a washing machine one 
day out of each month for some spe- 
cial jobs such as washing blankets or 
curtains, paying only $1 each time for 
its use. There are some persons who 
will abuse any privilege. We try to 
handle each case on its merits. 

“We make these offers partly to cre- 
ate floor traffic and that is what a 
specialty shop requires to meet com- 
petition from the furniture, chain or 
department store which have other 
methods of building traffic. In other 
words we prefer to sell a refrigerator 
or range or washer for cash without 
a trade-in, but we will accept a trade- 
in, or in lieu of that we will rent the 
appliance. The idea is to start doing 
business with the customer, get her 
accustomed to visiting our store.” 

Other services offered by this estab- 
lishment include a free check of radio 
tubes or electric fans. This is some 
trouble, but it brings people in and is 
the avenue to sale of new tubes and 
new fans. 

The Anniston Electric Company was 
established on what was considered at 
the time a “depression-proof” basis. It 
handles the exclusive line of one lead- 
ing manufacturer (Westinghouse) and 
this includes small appliances as well 
as large ones. The store is air con- 
ditioned, fluorescent lighted and in- 
cludes shoulder-high partitions against 
which appliances may be displayed to 
greatest advantage, yet not obstruct- 
ing a general view of the store. The 
company also has a contract wiring 
department, this being handled by Guy 
Dill, vice-president. 

“In our promotions we endeavor to 
inject showmanship, to do something 
different, to be talked about,” explained 
Mr. Kirby. “In this way we draw 
prospects to us instead of having to go 
to them. With a small but highly 
trained sales force we have thus been 
able to achieve a volume which we 
feel is good for a specialty store of our 
size.” 

When not talking about the weather, 
Mr. Kirby likes people to talk about 
his store. And word-of-mouth adver- 
tising doesn’t cost anything. 
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View in store, 
showing “Ask Your 
Neighbor" sign 
with partial list of 
the company's re- 
frigerator buyers 
in the city. 


view of 
Electric. 


Exterior 
Anniston 
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Another view in 
store showing small 
appliances. 


Here Frank Kirby 
is seen sitting in 
front of one of his 
highway signs after 
it had been re- 
moved and erected 
on the rear of his 
warehouse. Shown 
also are some of 
the traded-in ap- 
pliances. 
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OOD old Charley Curtis, who 
gathered in a senatorial toga 
and the vice presidency dur- 
political career, said that the 
could be predicted by little 

The raucous raspberry from 
urchins at the showing of a 
news the derisive 
street 


ing his 
future 
things. 
movie 
quip one over- 
cars tells forthcoming 
ment far better than the 
Delphos. 
On this basis, it 


reel, 
hears on 
public senti 
oracle 
would seem that 
installment selling is due for a smack 
on the bustle, at least legally. 

The recent outburst by the news- 
paper “PM” in New York against in- 
stallment practices, the fact that nine 
have seen fit to put on their 
books uniform installment selling laws, 
the enactment of a bill by even the 
staid British parliament is indicative 
of which way the 
Recent publication by 
Division of the 


States 


wind is blowing. 
the Research 
Maryland Legislative 
Council of a report called “Retail In- 
stallment Selling” adds some more fat 
to the fire. Even the Russell Sage 
Foundation is muttering. - Politicians 
and newspapers are quick to jump at 
issues which are popular. 

Now installment selling is a per- 
fectly legitimate business. There is 
said to be 4 billion dollars installment 
sales annually in the United States, of 
which two billion is generally out- 
standing. Some 60 per cent of the 
automobiles are sold on time, 50 per 
cent of household appliances, 40 per 
cent of the furniture, 40 per cent of 
the jewelry and 11 per cent of depart- 
ment store sales. 

The keen interest of the politician 
and the reformer arises from the fact 
that fully one family in four is buying 
on this basis. The income class that 
indulges the most is the $1,750-$2,000 
group. Ninety per cent of the install- 
ment customers have incomes of less 


BAD APPLES 


the Installment 


than $3,000. Rates for the use of the 
money they borrow runs from 12 to 30 
per cent and contracts are from 12 to 
36 months, 

With everything from funerals to 
trips to Hawaii sold on time, shoes, 
suits of clothing and the like, there is 
certain to creep into this vastly ex- 
panding business a few abuses. And 
even a tiny percent of abuse reaches 
such a great group of the population 
that it leaves a widespread bad taste 
in the mouth. 

The chief complaint, on reading the 
Maryland report, seems to be the fact 
that the deals are one-sided from the 
legal angle. Smart lawyers who draw 
up the contracts have been so eager 
to get the last pound of flesh as a 
mortgage for their employers that 
they have overlooked the public rela- 
tions standpoint. A dealer who would 
not dream of putting a stink bomb on 
his merchandise counter fails to real- 
ize that when his collection depart- 
ment puts the screws on the Widow 
Brown, garnishees her salary, breaks 


AVERAGE DURATION oF INSTALLMENT INDEBTEONESS 
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into her house, that his name is Joe 
Stink in the neighborhood from that 
day on. That this lack of understand- 
ing that sharp collection tactics can 
destroy a dealer’s standing quite as 
much as good merchandise and adver- 
tising can build it up is probably re- 
flected in the fact that Charles Mindel 
in his Maryland report—published in 
September, 1940—naturally takes the 
point of view of the customer. 

In fact there appears to exist little 
literature on the lender’s situation. As 
the head of one business which does a 
large volume of installment selling 
told Electrical Merchandising: “In 
many cases we are treading on thin 
ice when we sell on time. The people 
who buy are not good credit risks at 
a bank. They could not get open ac- 
counts at the stores. Most of them 
are buying things beyond their means. 
Our sole protection is the value of the 
merchandise if it has to be repos- 
sessed. These people have no savings, 
nothing but a job. If the country 
suffers any economic upset and they 
lose these jobs, we catch it on the 
chin. One of the things that every 
executive understands, but is never 
whispered about in history books or 
mentioned by politicians is the fact 
that— 

“About 50 per cent of the population 
is five years old mentally. 

“About 30 per cent is from 7 to 11 
years old. 

“About 15 per cent is 14 years old 
mentally. 

“Only 5 per cent of the population is 
smart. 


“The man who sells on the install- 


FEBRUARY, 


ment basis, sells to children, mental) 
Children are irresponsible. They mu 
be supervised, must be herded co: 
tinually. So must we set up a colle 
tion machine to do this and it is a 


pensive. Naturally the purchas 
pays for this expense. I know th 


it is an extravagant way to do bu 
ness but people without money 


willing to be extravagant to gratil 


their dreams. After all, this 


America, and it is the American ite 
I think, to let people do as they wisi 
It may be expensive but it raises 1 


standard of living and affords a va 
market for manufacturers.” 
However, there are rotten apples 
the barrel, according to the Marylat 
report. They are: 
1. Failure to provide for prepai 
ment of the contract; that is, to: 


fund interest to customer who pa 


up before the deal is due. 


Acceleration clauses which mak 


the entire amount due in case of # 
default. 


wise pay off. 

3. “In terroram” clauses 
permission to break 
house to repossess an item. 


4. Signing blank contracts, whi 
can obviously be filled in later w" 


anything. 

5. Finance abuses which consist 
not being quite frank in stating ' 
higher rates for money, 
costs and “packing” bonuses. 

6. Repossession abuses which rev‘ 
the failure to provide for a period 
redemption, a sale or an accountl! 
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menta\ a result there are many forfeitures 


f equities which rightfully belong to 
he customer, says the Maryland 
eport. 

Many customers do not know it, 
but when they buy anything on time 
hey give the firm who sells them the 
ght to enter by force their premises, 
reaking in if necessary, and to re- 
nove the goods. The firm can depu- 
ize anybody to act for them without 
lability. The firm can make the en- 
re balance of the note payable at any 
me. It can demand a chattel on 
ther property, a wage assignment, 
xtra endorsements. By means of 
lank signed contracts, it has a right 

grab everything a man owns by 
rtue of the “add on” clause. 

Now 99 out of 100 firms selling on 
me would never think of doing 
ings like this. But it is the quick- 
-the-trigger 100th firm that pulls a 
lick trick and gets the whole business 
n bad, 

A bill which has previously been 
mtroduced before the Maryland 
Assembly provides as follows: 

1. The customer must be given a 
luplicate copy of whatever he signs. 
n short, conditional sales contracts 
re invalid unless in writing and a 
py is given to the purchaser. 

2. No contract is valid that gives 
t attempts to give a lien on any 
ther interest in the property other 
han that sold or transferred at the 
ime, 

3. No contract shall have any addi- 
ion made to it that include other pur- 
hases or transactions. 

A uniform conditional sales act has 


already been passed in Arizona 
(1919), in Delaware (1919), Indiana 
(1935), New Jersey (1919), New 
York (1922), Pennsylvania (1925), 
South Dakota (1919), West Virginia 
(1921), Wisconsin (1919). The 
Wisconsin act provides that the docu- 
ment must state 1. The cash price of 
the goods. 2. The amount of down 
payment. 3. The unpaid balance due. 
4. Insurance cost. 5. The amount of 
the finance charge. 6. Amount of the 
time balance. 7. The number, amount 
and date of installment payments, In 
Massachusetts a 30-day notice is 
needed to repossess. In Colorado, 
North Carolina, South Carolina 
and Texas the buyer has _ the 
right of redemption as with chattel 
mortgages. The uniform act provides 
that the buyer has ten days to redeem 
if the goods are seized without notice, 
and the buyer is prohibited from 
waivering his right to redeem. It also 
requires public sale if the buyer has 
paid 50 per cent or more on his pur- 
chase. If less, the buyer can demand 
a sale and the method is prescribed 
for doing so. In Massachusetts the 
buyer has to put up $10 in this case 
to cover costs. 

In England a single member of 
Parliament put through the English 
act which is testimony to the popular- 
ity of the law over there. There, the 
buyer may terminate the contract by 
returning the goods and paying one 


half of the purchase price. If he has 
already paid one half all he has to do 
is to return the goods. However, he 
is liable for damage from lack of rea- 
sonable care. The English act gives 
broad discretionary power to the 
county court. If the seller for ex- 
ample, brings action after one half 
has been paid, the court may order the 
goods returned, may allow the buyer 
to retain them provided he pays the 
balance on a schedule drawn up by the 
court, or the court may order part of 
the goods returned and the remainder 
to become the property of the buyer. 


Legislation Necessary 


The conclusion of the Maryland re- 
port is that legislation is necessary to 
eliminate undesirable practices and to 
discourage overselling. 

“Installment selling is about to go 
through the legislative bath which 
was given small loans a few years 
back,” says Burr Blackburn, director 
of research, Household Finance 
Corporation. “The lending of money 
in small amounts today is closely reg- 
ulated. On the other hand, it does 
not seem to be realized that the lend- 
ing of money in the shape of merchan- 
dise is essentially the same thing. It 
is my belief that installment selling 
today is set up on the wrong basis. 
The public is encouraged to believe 
that anybody can have credit and 


They Threaten the Entire Field With Controlling Legislation 


comes into the store with that in mind. 

It seems to me that merchants 
should swing around to a plan where- 
by the customer has to prove himself 
worthy of credit. The time should 
come when a family unable to draw 
up a financial statement from its 
budget plan to prove its capacity to 
pay, should not expect to be granted 
credit. Granting credit to a family 
without knowledge of its capacity to 
pay is a dangerous hazard on the 
highway of spending. Stores that 
shovel out credit to people about 
whom they are ignorant are like 
saloonkeepers selling liquor to a 
drunk. And I think it wrong to get 
credit information by roundabout indi- 
rect methods. I think the creditor 
should require the applicant to submit 
proof of his credit capacity. This 
means details of employment, recent 
work history, income, debt and living 
cost, and would entail work records, 
bank books, cancelled checks, pay en- 
velopes, accounts, receipts, bills.” 

The smart thing obviously, is for 
the merchant to follow the mild sug- 
gestions of the proposed Maryland 
law, without being forced to by law. 
For when legislatures start to tinker, 
chances are they put more bite into 
their bills than anticipated. Install- 
ment selling and buying is a good 
thing for most people. But the good 
will have to suffer with the bad, if the 
present trend is not rectified. 


SOME INSTALLMENT CREDIT FACTS AND FIGURES 


Families in cities use instalment credit 
most extensively 
(*%, of families buying on time, according to size of community) 


METROPOLISES 18.6 


1,500,000 popvietion and over 


LARGE CITIES 


100,000 te 1,500,000 popuietion 


‘INTERMEDIATE™ CITIES 28.3 


25,000 te 100,000 population 


SMALL CITIES 30.5 


2.500 te 25,000 popviction 


less thon 2,500 po Vion 


FARMS 11.5 


More families owe on furniture than on 
automobiles; refrigerators come next 
(% of total instalment contracts by type of purchase) 
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31.4 


33.6 


PACIFIC STATES 


Colif., Ore., Wash 


SOUTHERN STATES 


Conn., Me., Mass., RA, V.T. 


Ala., Ark., Del., Fle., Ge., Ky. Md., Miss, NLC, Oble., $.C., Tenn. Tex 


MOUNTAIN & PLAIN STATES 


Ariz., Cole., idaho, Kon., Mont., Neb., Nev., N.M, NLD., $.0., Uleh, Wye. 


ENGLAND STATES 


Time-purchasing is most common among 
lower- and middle-income families 
(% of families buying on time, according to annual income) 


One out of three Pacific Coast families 
uses instalment credit 
(% of families buying on time, by regions) 


32.6 


23.6 


NORTH CENTRAL STATES 20.3 


Ind., lowe, Mich., Minn., Mo., NJ., N.Y. Obie, Pa., Wis. 


—Business Week 
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War bonds compete with appliances for 
spare money in Canada, 


HERE’S excitement in the air 

in wartime Canada. It turns 

back the clock to the U. S. days 
in 1917. Young buckaroos in the army, 
from for the first time, 
prowl the streets everywhere. Girls 
giggle expectantly on street corners, 
parents are perturbed at the way well 
bred daughters pick up with total 
strangers, stay out beyond permitted 
hours. 


away home 


is more than a drum and 
trumpet affair. It’s the dance of life, 
as Havelock Ellis called it, stepped 
up to crescendo. A phantasmagoria 
of death, adventure, matings, a witch’s 
brew out of which anything may come. 

And electrical dealers may be for- 
given if they desire to look into the 
crystal ball and try to see how all 
this is going to affect their business. 
For many a cigar smoking drummer 
in a Pullman will tell you that the 
United States will be stewing in the 
same juice as Canada in another six 
months. 

The promulgations and pronounce- 


For war 


T. C. Van Alstyne, editor, Electrical Ap- 
pliances and Supplies, supplied Canadi- 
an figures on appliance saturation. 
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Electrical Merchandising finds a frying out 
of many trade evils, and united effort to 


keep the distribution set-up functioning. 


ments of government don’t help much. 
You read about the 2 per cent war 
defense tax in Canada, clipped from 
the payroll in addition to income tax. 
You remember that 25 per cent excise 
tax on appliances slapped on Decem- 
ber 2. You doubtless read how new 
models were verboten, and imports 
of appliances from the United States 
were stopped. 

On the face of it all, one would 
think that Canadian appliance dealers 
would fold gracefully up and get jobs 
in cannon factories. 

But war never means exactly what 
it says. Things do not work out as 
decreed by government. That’s why 
we have war correspondents. That’s 
why ELectricAL MERCHANDISING 
went to Canada in January to learn at 
first hand what can be expected in 
the United States during the next six 
months if this country gets into the 
war. The impressions set down here 
are not a direct quote of anyone. They 
are a blend of everything observed and 
heard. The men of the industry pic- 


Introducing J. A. Blay of the Hydro- 
Electric Power Commission of Ontario. 
Cooperates with government. 


CANADA 


By Tom F. Blackburn 


tured are not to be tied in with this. 

When the bite of the 25 per cent 
excise tax—which retailers had to pass 
on—was sprung December 2 just be- 
fore the Christmas rush, it looked as 
if appliance buying had been given a 
cold shower. On an article retail- 
ing for $100 with a dealer’s discount 
of 30 per cent, the 25 per cent tax 
was added to the factory selling price 
of $70. That ran from 10 to 15 per 
cent when the customer paid it. 

“The result was to help us dealers 
get rid of our cats and dogs which 
did not come under this tax,” said one 
Canadian. “We were pretty well 
cleaned out. Next it jolted the public 
to an appreciation that they had better 
buy now. A great many orders are 
going on the books for future deliv- 
ery. We had a swell Christmas busi- 
ness.” 

One would think that the many taxes 
which Canadians are paying would 
swallow up all excess money with 
which they might buy appliances. The 
national defense tax nips 2 per cent 


“Hope we get enough appliances to 
sell," J. R. Davey, Eaton's Dept. Store, 
Toronto. 


FEBRUARY, 1941—ELECTRICAL MERCHANDISING 


4 


from pay checks monthly. Then come 
the income tax which is 2 per cent i 
the income exceeds $600 for single 
folk and $1200 for married; if over 
$1200 it is 3 per cent. Corporations 
are taxed 18 per cent of profits and 
there is an excess profits tax of 7 
per cent when they run above a fou 
year average. 

With all that bad news why was 
there such a nice trade? Well, you 
might consider the fact that 350,00) 
people suddenly got jobs. A lot 
other people were promoted. The 
had cash in their jeans. The thing 
they wanted most suddenly became 
available, and they bought regardles 
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of price. 
It must be remembered that few ap- ~ 


pliances are capitalized as to price o 


the basis of savings they give the ~ pa 
owner. Washers, for example, woul tha 
pay off if they cost $200 apiece. —, 
jump of 13 to 15 per cent won't stoi ashe 
customers. poner 
According to Electrical Appliance: patio 
and Supplies, edited by T. C. Vai — 
Hot pl 
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J. S. Keenan of General Electric Co. i... 
Toronto, saw the writer but, like others ny 


shown here, is not directly quoted 
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vhy was 
fell, you 
350,00) 
\ lot 
Therf#Alstyne with the able assistance of 
e thingf#Thomas W. Hill, the picture of elec- 
becameftrical Canada is something like this: 
gardless 


fepulation, 1939. 11,304,000 

price Vired 1,625,000 
give the No. passenger cars........ 1,186,313 
Refrigerator saturation..... 24.8% 
ange saturation.......... 22.5% 
on’t stood asher saturation ........ 50.9% 
saturation.......... 3.9% 
pplianes Radio saturation.......... 79.5% 
C. Vagg!acuum cleaner saturation 43.6% 
Vater heater saturation... . 10.0% 

lot plates and grills...... 35.7% 

4.1% 
100.0% 

Heating pads ............ 98% 


it readily becomes visible that with 
he low saturation in Canada on many 
tems there is a considerable group 
which is sold on the blessings of ap- 
liances and ready to snap them up. 
the quick money. thrown around at 
he start of the war gave them the 
hance, and they took it. 

There is no doubt that most gov- 
™lments would prefer to have its 
ople labor on a “guns without but- 
et” basis. The ideal held up to Cana- 
lans is to chuck all their savings 
nto government bonds and war sav- 
ngs stamps. Indeed there is starting 


tric Co. 
ke others 
uoted 
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a squeeze play of having the money 
deducted by employers from pay en- 
velopes, for this purpose. And it must 
be remembered that Canadians, who 
never had any banks blow up in their 
faces in 1932, who never sold Liberty 
bonds at 85, have a much higher faith 
in collateral than their fellow Ameri- 
cans. 

But the ideal—of each citizen putting 
$200 a year into such savings—will 
doubtless not be realized. There-are 
a lot of Canadians who make less 
than $1000 a year. Rent in Toronto, 
for example, takes a fourth of a man’s 
income, food another fourth, coal an- 
other $8 to $13 a month, electricity 
and gas about $4. There isn’t a lot 
left. 

“And somehow,” said an executive, 
“the average man is a lot like a don- 
key and a carrot. That donkey wants 
his carrot right now. The man who 
is working hard wants to get the 
benefit of some of his pay right away. 
I understand that’s true even in Ger- 
many.” 

Possibly most dear to the heart of 
the Canadian is the automobile. But 
with Fords costing $1100 at the cheap- 
est, that’s a lot of hay to hand out. 
Appliances, even washers at $145, and 
refrigerators at $250 look mighty good. 
The camera craze has not hit Canada, 
and the thrifty Canucks are too Scotch 
to throw their siller around in any 
way that doesn’t yield a quid pro quo. 

“The only thing that will bring the 


(Please turn to page 98) 
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Income taxes take quite a clip out of Canadian salesmen's incomes, Jack Babcock 
of Eddie Black's store, reports. 


— 
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No matter what happens Eddie Black's service department will bring in some cash. 
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Peep the Show 


They 
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‘ Equally big crowds jammed about the Arthur H. Zirke, president of P. A. Geier Co. (Royal At the critical moment Frank R. Kohistamm, sales manager of merchandi- 
‘ Blackstone automatic washer. Left is P. vacuum cleaner) reminds Roy Whipple, his distributor ing for Westinghouse, unveiled the Westinghouse automatic. With hin 
S. Moynihan, sales manager. in Chicago, that he has been on the job 7!/2 years. in the photograph are Miss Faith Richards and Miss Charlotte Ferris. 


Mrs. Helen Kendall of Good Housekeeping magazine At the Palmer House Tom Kelly of Hoover displays For two hours after unveiling the crowd was like this around the Westin uit, 
smiles for the camera with Reese Mills, assistant sales the angle of interest (right). Listening is David house automatic washing machine which was shown to the trade at I more 
manager, Merchandise Division of Westinghouse. Hamburger, Reliable Stove Co., Baltimore, and E. Palmer House Exhibit for the first time. 


Weinburger, of Hoover. 


At 
Middle of a sales presentation. Left is William Shaw, advertising counsel to the washing A busy scene at KitchenAid booth of Hobart Mfg. Co.: H. B. Heyburn, I Swar 
C. Fred Hastings and right is Charles L. machine industry, chats with W. Neal Gallagher, Belknap Hardware Co., Louisville, Ky.; C. J. Townsend, KitchenAid; Mr. I presi 
Stoup telling the story of the Auburn president of the Automatic Washer Co. and newly- Hunkler of Elder-Johnston Co., Dayton, O.; Mr. and Mrs. E. B. Mizener, I Ever! 
Central Manufacturing Corp., kitchen elected president of American Washer-lroner Manu- Port Clinton, O., and L. J. Cranston, KitchenAid, Chicago. Exhibit was I more 


cabinets, made in Connersville, Ind. facturers Association for third time in succession. in the Palmer House upstairs. 
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Houstc 
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They are R. F. Hawkins and J. C. 

Goldrick, vice president of Evan-Oil 

division of Evans Products Company 
in a relaxed moment. 


E. W. Brown, left, and J. J. Walker of Cole's Hot Blast 
oil space heaters look pretty pleased with the way things 


are going at the Palmer House exhibit. Space heaters 
rank with major appliances as attention-getters these 
days, judging from the interest shown. 


"Money" Toussaint, Barlow & Seelig, 
is caught telling a funny story to 
Miss Toni Lumley, Crosley's little 
drum major during his tour of the 
exhibits at Palmer House. 


Miss Julia Bourne, home economist of 
American Home magazine, couldn't 
have found a better range demon- 
strator than G. W. “Bud” Fischer of 
Hotpoint, shown here doing his stuff. 


The vacuum cleaner folks went great guns at the 
show. Lined up are four of Eureka's boys: George 
Wilkins, Frank Allen, O. H. Golberg and F. E. 
Howell. All talking about their pet subject—cleaners. 


Here is Dodge E. Barnum, sales manager, Hymen 
Reader, Readers Wholesale Distributing Company, 
Houston, Texas, and Lee A. Woolsey, advertising 
manager for White Sewing Machine. 


H. U. Mann of the Premier Division, Electric Vacuum Cleaner Com- 

pany, throws himself into a demonstration for the benefit of Mrs. 

Myrna Johnston of Better Homes and Gardens magazine. We don't 
know whether he sold her or not. 


erchandis 


This is the first visit to the Chicago shows for the 

Guiberson Oil Heater Company of Dallas; B. E. Dens- 

more, sales manager, J. T. Neislar, assistant sales 
manager, and V. G. Grettmann, ad manager. 


Frank Smith, southeastern representative of lron- 
rite, Knoxville, Tenn., buttoned up four distributors 
in two days. Here he is in action at the Palmer 
House exhibit of the company with a negro mammy. | 


This particular Estate Range hasn't the barbecue device that 

caused so much talk but nevertheless George F. Kuzzell, district 

sales manager for the Estate Stove Company, is showing it to Mrs. 
Myrna Johnston of Better Homes and Gardens. 


e Westing 
ade at th 


At the Merchandise Mart Ted 
Swartzbaugh introduced the firm's 
president, Charles Swartzbaugh to 
Everhot buyers. Roaster business was 
more than encouraging reports said. 


R. S. Knapp of Knapp-Monarch meets 
the author of an article on his drink- 
maker, Mrs. Myrna Johnston who vis- 
ited the exhibit for Better Homes and 
Gardens magazine. 


Ada Bessie Swann, Woman's Home 
Companion, gets a demonstration 
from J. J. Nance, vice president and 
general sales manager of Easy 
Washing Machine Co. 


No slip on captions, please, with these Armstrong 

ironer boys. Tom L. Sullivan, sales manager; L. O. 

Reese, vice president and general manager; and E. C. 

Albright, Sebring, Ohio, who sells clay. Armstrong 
exhibit was at the Palmer House. 


Heyburn, 
\Aid; Mr. 

Mizener, 
hibit was 
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the Palmer House and decides maybe she with C. G. Frantz, president of Apex-Rotarex. Wood, 
ought to get one of those things. Tom Sullivan Lighted dial for fabrics is new feature. the ne 
did the selling. 


Up from the sunny South came E. Erickson and J. Schneider of Wakem & Whipple, Over at Crosley Mrs. Myrna Johnston of F. Jepson Sutton at the Merchandise 
4 Edwin C. Winn, sales supervisor, Inc., Chicago; Walter Trittipo of Proctor, Chicago; Better Homes and Gardens met L. Martin Mart is known wherever Toastmasters 

to tell the public about Cavalier Billie Abbott, Mary McGraw and Tom Jones at Krautter, advertising manager, and Sam have been sold in the West. With 
. electric ranges. Proctor's toast bar at the Palmer House exhibit. Mitchell, manager of the automobile division. him is Miss Jean Lawton. 


t 
| | 

L. J. Brown, sales manager, Cle- This is the first time that Electrical Merchandising has Tom Kelly of Hoover Cleaner was busier Here is Vern Hannon of Horton Joh 
ments Mfg. Company, Chicago, ever caught Robert M. Mitchell together with his 1900 than the one-armed paper hanger but he turning the charm on Miss Julia = 
with Arthur Carwardine, left, of boss, John A. Hurley. But business was brisk and the always kept that grin going and found time Bourne, home economist of American er 

Electrical Merchandising. boys stayed on the job. to visit around with the boys. Home Magazine. a. 
To the left of W. E. O'Brien, At Manning Bowman a new electrolytic finish in color Tom L. Sullivan (where have we heard that Bob Arnold, sales manager of Silex is 
Toastmaster sales manager, is an competed in interest with appliances. A. L. Wilkin- name before?) sales manager of Armstrong pretty proud of that new steam iron Her 
eleborate display cart. He is son, general sales manager, tells Clifford A. Carl of products, demonstrates a portable ironer to exhibited at the Palmer House. The , 
just pondering as to how popular Weed & Co., Buffalo, about it at their Palmer House a fair prospect during the Housewares iron is built on a new principle, he Chet 

it will prove. exhibit quarters. Show at the Palmer House. said, and will go a long way. 
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Miss Julia Bourne, home economist of J. J. McCarthy of the F. A. Hughes Mrs. Ruby Littlefield, G-E home laundry economist, Real pies, kept in cold storage 


American Home Magazine and Mrs. Marni advertising agency, takes a load off his talks things over with Mrs. Helen Kendall of Good until ready for baking, was the 

Wood, associate editor, get an earful about feet at the Rittenhouse Chime exhibit Housekeeping while John Wicht, manager of the prize idea that Thomas H. 

the new Frigidaire range from Joe M. Rush- in the Palmer House. Yes, Rittenhouse General Electric Company's home laundry division, Maginniss of Stewart-Warner 
ton, Frigidaire range sales manager. is a client of his. listens in on the discussion. had to tell Myrna Johnston. 
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P. G. Stahley of Birdsell, takes a George Stevens, vice president of Eureka G. B. (Jerry) Schuler, vice president of Apex-Rotarex Frank Pierce, Kelvinator's general 
look at the Gale refrigerator. Vacuum Cleaner Co., demonstrates the new and C. G. Frantz, president, shows Mrs. Helen Kendall, sales manager, found plenty to 
Leaning on the door is L. H. D. “attach-o-matic" feature of the new Eureka home equipment editor of Good Housekeeping, a be pleased about in the trade's 
cleaners shown at the Palmer House. baby washing machine. acceptance of 1941 line. 


Baker, sales manager. 


ore John Wicht, sales manager of Del Rizor, new general sales manager of Dexter, Two celebrated brothers talked to Myrna Johnston J. C. Nelson, president of Easy 
nerican 


had a talk with Ada Bessie Swann Ward, advertising manager. Seven electric and Gibson, president of Gibson Refrigerator Corpora- him is Ada Bessie Swann of 


washers for General Electric, has accepted a congratulatory cigar from John of Better Homes and Gardens. Left is Charles J. Washing Machine Corp. With | 
of Woman's Home Companion. three gas motor models comprise the new line. tion; right is Frank F. Gibson, Jr. Woman's Home Companion. | 


Silex is 
va ot Harry Payor, sales manager of the small Judson S. Sayre, vice president of sales for Bendix, and Believe it or not, here is an order for ten carloads of 
- he appliance division of Landers, Frary & C. V. Calkins, assistant sales manager, had a visitor—Mrs. Cole heaters. At left, signing is W. R. Cantrell, manager 
— Clark, pauses for his picture at the Myrna Johnston of Better Homes and Gardens. New Bendix . major appliance department, Luthe Hardware Co., Des 
sate Palmer House. models created a lot of interest at Palmer House exhibit. Moines. At right is G. F. Weddespoon of Cole. 
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J. Robert Crouse brings home to Hartland, f° 


ears. 


Mich., the blessings of modern living and a les- F’ 
eague: 
arryiny 


son in the study of a community's lighting needs 


lartlar 
J. Robert Crouse, who with J. B. Crouse and H. A. Tre- etroit 


main started a long term social investment in 1927. 


Oldsters have their music too, and here is Sardis Camp- The music hall where villagers have had the chance to But only in Hartland will you find Mrs. Alfred Brow goo}. 
bell taking time off in his soda fountain to teach a few hear what appeals to Carnegie Hall. playing a role in the community theater. Here she 

tricks to Lyle Hagon. making up for her part. 
The Ladies’ Aid Society cuts out bloomers. Mrs. Alfred Brown at the shears. Life like this There is a market for home-made rugs and bedspreads, such as Mrs. Browning weaves i" Danci 


goes on in every community. her farm home. while 
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OOPERATION is so much a 
part of the present policy and 
practice in the electrical indus- 
y, so much a part of our daily busi- 
ess life, that we are inclined to forget 
nat it is a conception so relatively 
ecent that the father of cooperation 
nd the founder of the Society for 
‘lectrical Development is still active. 
J. Robert Crouse has devoted his 
fe to the cooperative principle, and 
extending this means of improving 
he lives of human beings in his com- 
wnity at Hartland, Michigan. 
J. Robert, as he is affectionately 
nown to thousands of men in this 
brought about the first 
amp Cooperation held at Association 
sand in 1912. This was the first 
nference of the foremost men of all 
ranches of the electrical industry, and 
ut of this meeting came the organi- 
ition of the Society for Electrical 
evelopment which was a_ notable 
gency for industry good for many 
ears. When the Society had fulfilled 
s usefulness in turn came the Inter- 
ational Association of Electrical 
eagues, which is a prime agency in 
arrying on the methods of coopera- 
jon. Without the enthusiasm, energy 
nd self devotion of J. Robert Crouse, 
lis important force in the betterment 
i the industry and the spread of the 
se of electricity might never have 
me about. 
Now under the maples and oaks of 
lartland, Michigan, sixty miles from 
etroit, a new design for living is 


business, 


being worked out under his guidance. 
Back to his homeland he has gone to 
build long term social investment that 
was started in 1927 by Mr. Crouse, 
J. B. Crouse and H. A. Tremaine, all 
General Electric Company pioneers. 

In its manifold activities the Cro- 
maine project does many things for 
the villagers and farm people. It has 
inspired hot lunches in schools, dis- 
tribution of U. S. surplus foods, a co- 
operative canning activity, adult edu- 
cation, an experimental farm, and a 
revival of weaving. It has brought 
into the tiny music hall at Hartland 
programs that could grace Carnegie 
Hall. There is a health service, there 
are helping teachers who visit the one- 
room schools. In short, over an area 
of 110 square miles of countryside, J. 
Robert Crouse has showered down the 
advantages of town. 

In Hartland he has promoted handi- 
craft, with weavers and loom makers. 
No doubt there will emerge here a 
school of home arts that will be as typi- 
cal as the wares of Berea, Ky., or 
Gatlinsburg, Tenn. 

In honor of his position as a doyen 
of the electrical industry, ELECTRICAL 
MERCHANDISING annotates these ac- 
tivities of J. Robert Crouse. But it is 
as a study of lighting that Hartland 
takes a technical place in this publica- 
tion. For Hartland is the first com- 
munity to have a mass survey made of 
its lighting needs. 

In February, 1939, 288 children were 
examined. Some 118 had normal vi- 


Books go to the children in Hartland community. Mrs. Florence Dearing is delivering a 
cargo to schoolmistress Bethel Kellogg at Fitten School in the community. 


Dancing is frowned on at the recreation hall, but somehow as many girls get squeezed 
while skating as they would waltzing. Eileen Abraham and Wilbur Lueder performing. 


sion; 78 were found would need glasses 
in the future; 92 had defective vision. 
Followed a survey of the countryside 
made by Detroit Edison and Consumers 


Power. Here is a tabulation of what 
was done: 
Number of demonstrations.. 309 
Number of service calls.... 256 


Number of educational talks 14 
Number of people reached by 
educational talks......... 3,188 
Number of lighting layouts. 8 
Average wattage increase per 


Average recent wattage in- 
crease per house......... 323 
Equipment sold 
29 
2 
pin-it-up lamps.......... 38 
64 to 8 in. bowls........ 26 
adaptalier fixtures........ 108 
lamp bulbs exchanged... .2,041 


Following were the conditions found: 


25 per cent use indirect lighting 
49 per cent had bare and glaring 
bulbs in ceiling fixtures 
20 per cent had no floor or table 
lamps 
35 per cent had inadequate kit- 
chen lighting 
30 per cent had yard lights ; others 
liked but could not afford wir- 
ing bill 
5 per cent willing to be assisted, 
took lamps on 2 weeks’ trial 
approval. 


“Despite advertising,” said William 
Hodgkinson of Detroit Edison Com- 
pany, “the majority of rural customers 
do not realize that lighting service is 
available to them. They need infor- 
mation on the principles of lighting and 
it must be made possible for them to 


‘buy the equipment locally.” 


What did this first all-community 
lighting survey accomplish? Well, for 
one thing, declares E. L. Millis, dis- 
trict agent for the Detroit Edison 
Company, it broke the ice for the in- 
troduction of real electrical living. 
Hartland as a community was retarded 
rather than advanced. The customer 
gained a new understanding of his 
relationship with the utility. The cus- 
tomer learned what other services 
were at his disposal. “Sore spots” 
were cleared up. 

As a result, instead of the expected 
increase in high bill complaints from 
those customers who had _ increased 
their wattage, there was a slight de- 
crease in the average of the surround- 
ing customers, due probably to the fact 
that in selling them on improved light- 
ing, the estimated increase in their 
bills was thoroughly explained to them 
beforehand. 

In the appliance field, before the 
survey, there were two water heaters 
and 62 ranges in the district. By 
September 1, 1940, 374 customers were 
using 5 water heaters and 114 ranges. 

J. Robert Crouse’s project was a 
long range plan: Slowly but surely 
it is bearing fruit. 


A cooperative canning plant gives housewives an opportunity to pack fruits and vege- 
tables in season at small cost and thus greatly broaden their menus. 


It was hard to catch the name of Director L. M. McCoy when kids were practicing their 
band lesson. 


/ 
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ELL, it looks as though th 

guy who likes to putter 

around the kitchen stove rus- 
tling up a savory mess of victuals is 
Most of 
the electric range manufacturers have 
cooking fraternities for their range 
salesmen; the “Ancient and Honorable 
Order of Cocqui”, a national men’s 
cooking fraternity has done a lot to 
publicize electric co Ikery and the So- 
ciety of Amateur Chefs has been put- 
ting on cooking shows in the electrical 
industry. 

And now comes the snapper: 


about to come into his own. 


The 1941 spring range campaign of 
the Modern Kitchen Bureau is going 
to be built around the recipes and 
activities of famous men cooks—ama- 
teurs all—and diplomas are to be 
awarded to men cook hobbiests in re- 
turn for their favorite recipes. 

The plan, originated and carried 
out by twelve participating manufac- 
turers, is fully explained in a large 
Plan Book mailed to utilities with 
samples of the material to use in the 
drive and in a special Dealer Plan 
Folder which has been sent out to 22,- 
000 electrical dealers throughout the 
country. 

In addition to the diplomas to be 
awarded men cooks, there will be 
awards of booklets of “Famous Reci- 
pes by Famous Men” to prospects 
calling at utility and dealer show- 
rooms; there will be a special paint- 
ing by James Montgomery Flagg (see 
cover) in life-size, full color for win- 
dow or store display purposes; addi- 
tional Flagg art for newspaper adver- 
tising and a complete selling plan to 
make 1941 “the biggest year in the 
sale of electric ranges.” 

The diplomas to be awarded to the 
nation’s men who like to fuss around 
the kitchen and dish up special con- 
coctions are rigged up in imposing 
official style They carry the He- 
Man Cook official seal; they are 
signed by James Montgomery Flagg, 
one of the country’s best known ama- 
teur cooks. Space is also left for the 
signature of the utility or dealer and 
the He-Man cook’s name. 

The booklet, “Famous Recipes by 
Famous Men,” contains choice special 
recipes by noted Americans—recipes 
collected especially for this campaign. 
Each is complete in detail, exactly as 
the men themselves wrote them, plus 
any necessary specific instructions as 
given by one of the country’s fore- 
most testing kitchens Each recipe 
also carries the name of its sponsor, 
briefly outlines who he is, and is illus- 
trated by clever “a la Esquire” art. 
Following are a few of the famous 
He-Man Cooks who have given the 
Kitchen Bureau campaign the air of 
their names and recipes: 

Victor McLaglen, Hal Phyfe, Guy 
Kibbee, Louis Hayward, Leo Nejelski, 
James 


Montgomery Flagg, 


Byron 
McFadyen, many others. 


As to the extraordinary quality of 
some of these famous recipes, there 
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Famous He-Man 


pring Range Campaign 


New wrinkle in national electric range 
promotion brings cookery diplomas and 
recipes of well-known amateur chefs 


to stimulate public interest in ranges. 
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SLECTRIC RANGE 
Recotd 
SPRING SHOWING 
This James Montgomery Flagg art in full color will be available for window and store display purposes in the spring range 
drive of the Modern Kitchen Bureau. Above is a sample of the diploma awarded men cooks for their favorite recipes. Most : 
idea ¢ 
sugge: 
are, for example, Georgia Barbecued and dealers in their own advertising range.” The window display illu ZZ 
Chicken, direct from the king of the of electric ranges, also making high trates the campaign completely. Th they ¢ 


Georgia watermelon lands; Beef Steak 
and Kidney Pie in a recipe direct from 
England; the famous Danish Goulash 
recipe a la Phyfe; 2 Pompano Papillot 
recipe from Florida and others equally 
tempting to the taste. 

James Montgomery Flagg’s oil 
painting which, in life size will dec- 
orate the windows of utilities and 
dealers, was done especially for this 
campaign. It is a beautiful piece of 
full-color work, of a type and quality 
rarely offered for merchandising pur- 
poses. 

The newspaper advertisements are 
also unique, in that they make the 
famous Flagg art available to utilities 


priced photographic art available for 
local electric range advertising. These, 
incidentally, are the same as used in 
the Bureau’s new national advertising 
program. 

MKB’s campaign is assembled un- 
der the title of “He-Man Recipe 
Round-Up and Record-Year Spring 
Showing.” The Famous recipes book- 
let is a “national” round-up of the 
he-man recipes and is designed as a 
traffic builder for the accompanying 
special range showing. The “local” 
recipe round-up is accomplished with 
the diploma, as dealers and utilities ad- 
vertise for local recipes, rewarding 
the men for being “at home on the 


large Flagg-painted cut-out of the mat 
and woman says: 

Man: “Look, it’s a Round-up 
He-Man Recipes.” 

Woman: “And an Electric Rangt 
Record-Year Spring Showing.” 

The man holds in his hand a cop! 
of tthe Famous Recipes booklet a" 
leans against an attached display ca 
which invites passers-by to come 
and get their free copy. Another ba 
ancing card invites local men to jot 
in the Recipe Round-up, showing the: 
a picture of the diploma they ma 
receive as “Accredited He-Ma 
Cooks.” <A bright blue ribbon, sy® 

(Please turn to page 100) 
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DISING 


Becomes the Small 


A. dealer 


finds no competitors on doorsteps 


ERBY DAY and its thunder- 

ing hoofbeats beckoned to the 

star salesman of the Evans 
Electric Shop a few years back. Air- 
ly he put on his hat and started for 
Kentucky. 

“I’ve got a sale coming off the nest 
in the east side of town, today,” he 
called back to Mrs. Evans. “Go on out 
there and take the order or me.” The 
store’s second salesman had to attend 
1 political meeting at the same mo- 
ment. “You can button up a deal for 
ne over the west side of town, if you 
will,” he called back as he blew out 
i the store. 

That double letdown launched Mrs. 
\gnes T. Evans as a saleswoman and 
this story. She was able to sign up 
me deal but muffed the second one as 
the prospect was peeved at the switch 
in salesmen. That evening she and 
her husband, Chester A. Evans, an 
electrical contractor who ran the store 
as a side line, decided that steps must 
be taken. The business was too small 
to leave anything for the proprietor 
ifter the salesmen got their $25 to $40 
a week. So the Evans came to the 


A SHORT COURSE IN EVANS SALES 


Most shoppers for price have only a vague 
idea of construction. Ask them suddenly, 
suggests Mrs. Evans, whether the cheap 
box they are contemplating has a seam 
inside along the edge. It's a question 
they can't answer. 


in a town of 


18,227 


conclusion it was best to hardscrabble 
it along on a one horse basis and 
enjoy the profits, if any, themselves. 

Mrs. Evans had just come in from 
her five calls per morning routine 
when ELectTRICAL MERCHANDISING 
called. She had a recipe for banana 
fritters in her purse and she made a 
number of personal contacts that would 
prove sure walk-ins later. 

“One third of the business of a 
small dealer in a town the size of 
Bloomington, Indiana (pop. 18,227) 
is walk-ins,” she said.” The remain- 
ing two-thirds of the volume comes 
from scratching. Now today the out- 
side salesman is disappearing with 
big outfits because there isn’t enough 
in it to take care of both the propri- 
etor and the salesman. In my opinion 
the big stores are giving up outside 
selling. The situation plays into the 
hands of the small dealer, who has a 
low overhead and can knock off a lot 
of business that would otherwise miss 
him entirely.” 

Mrs. Evans—she runs the business 
while her husband does outside elec- 
trical work—was once a_ school 


Another good step-up sales argument can 
be built around door locks. Every woman 
acknowledges the importance or strong, 
sturdy door locks. Mrs. Evans points out 
that on cheaper models there are only 
two screws holding the door knob. 


Boy and girl together 
at Indiana University, 
Mr. and Mrs. Chester 
A. Evans have been in 
partnership since school 
days. 


Evans keeps a record 
of every appliance that 
comes on the floor. 
Cards carry the com- 
plete history and are 
easy to keep and make 
a much more vivid pic- 
ture to the owner of 
whether he is making 
money or not. 


teacher. While her children were 
growing up somebody inveigled her 
club into politics and she went out 
canvassing with some of the other 
women. Oddly enough a few of the 
Wives were scared to death at the 
idea of calling on people, but Mrs. 
Evans liked it. Later she canvassed 
for the Red Cross, and then did bill 
collecting for her husband. When the 
time came for her to take over the 


TECHNIQUE 


Then she jumps to the higher priced model. 
“A door lock that works loose lets out all 
the cold and runs up your light bill," she 
says. “Notice this higher priced box is 
held by four screws—only one of the hid- 
den values that make it worth more.” 


sales work of the store she was a 
little frightened but she remembered 
the advice of an old timer to imagine 
“All those in front of you are cab- 
bages—never forget that, and you'll 
have no trouble carrying on.” 

Mrs. Evans started studying sales- 
manship. She took Electrical Mer- 
chandising and waded through all the 
books she could get on the subject 
Today she thinks the weakness of 
most dealers is the fact that they do 
not study salesmanship enough. You 
can get a succession of fresh ideas on 
the subject’ which will make your 
presentation seem original and new 
all the time, she said. 

She even went back to Indiana Uni- 
versity and took a sales course which 
cost $1.50 for twelve lectures. She 
learned where to get material to read 
on selling. She grasped the import- 
ance of knowing all about merchandise 
and its little quirks and differences. 
She got an idea of the value of 
display. 

On putting her book larnin’ to prac- 
tice she discovered a new test for 
any sales idea or proposition. The 
“theoretical” plan bobbed up. Vari- 
ous ideas that “listened” perfectly 
were flops in practice. One season she 
worked all of Bloomington on the 
idea of getting women to write letters 
and send in the names of three pros- 
pects with them. Prizes were 
awarded to the best letter writers. 
The list of prospects turned out to be 


(Please turn to page 103) 
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Models R101 and R91 stand-up — 
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Sagas of Electric 


Water Heater Selling 


H ERE are two papers on sell- 
ing electric water heaters that won 
first prizes for the first and last halves 
of the year in the 1940 Retail Water 
Heater Salesmen's Contest con- 
ducted by The Modern Kitchen Bu- 
reau. Mr. Wrobbel was also given 
first prize grand award for the yeo.. 


| Sold the ldea—Then Had 
to Buck a Gift Water Heater 


By FRED J. WROBBEL 


Wisconsin Electric Power Co., 
Milwaukee, Wis. 


HEN one considers the various 

methods of heating water that 
are available today, together with com- 
petition at its very best, every sale 
f an electric water heater is by no 
means an easy task, 

Outstanding among many of the re- 
cent sales that I have had the pleasure 
to make, reminds me of the contract 
we secured for an 80-gallon heater 
irom a customer for a new home. 

In making my first call, it was no 
surprise to learn that the original 
plumbing specifications called for side- 
arm flame type equipment; and the 
rdinary 60 ampere service with No. 
6 wire just to cover the code was in 
the electrical specifications. This is 
easily understood when we know that 
Mr. Customer has lived in rented 
homes all his life and has been accus- 
tomed to fuel appliances, which he 
thought rendered satisfactory service. 
The balance of my approach was 
Spent in gaining permission from the 
customer to contact his plumber and 
electrician for additional information 
and costs, the result of which would 
be for his benefit; thereby opening 
my way for a call back. 

After many efforts, I finally suc- 
ceeded in obtaining a price from the 
electrician, who, incidentally, did not 
help matters any, to install adequate 
service and the water heater circuit 
for an additional cost of $30.00. The 
Plumber agreed to allow $15.00 for 
his sidearm equipment. 

Before making a second call, I de- 
cided to check over the building speci- 
fications in order to arrive at the 
Proper location for the heater, giving 


me an important talking point. So I 
drove out to the new home which 
was by now under construction and 
drew up a rough sketch of the base- 
ment. It was right then and there 
that I knew I had a possible chance 
to obtain this order because of the 
long runs from his chimney to the 
points of distribution. 

The second time I called, Mr. Cus- 
tomer expressed very little interest 
and was inclined to stick to his origi- 
nal specifications, until I happened 
to mention that I didn’t believe he 
was consistent for this reason. He in- 
tends to install an oil burner because 
of its many advantages, but still re- 
tains the old-fashioned and out-of-date 
way of heating water, resulting in fre- 
quent trips to the basement to turn 
the heater on or off. He seemed to 
be in a disgusting frame of mind 
about now and advised me to leave 
matters rest until he could speak to 
his builder. 

About a week later, I stopped in 
again and was told that an agree- 
ment was reached between the builder 
and the customer whereby an auto- 
matic flame type heater would be fur- 
nished by the builder as a premium 
to the customer in appreciation for his 
contract for the home at no additional 
expense. Now surely he was being 
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consistent by going fully automatic 
and expressed regrets that I had to 
lose the sale. 

After congratulating him for swing- 
ing to automatic equipment, my 
toughest job was about to begin. That 
was to induce him to spend more 
money for the electric heater, which 
wasn’t necessary had he stuck to the 
flame type heater. On each of the 
succeeding three calls, I was able to 
furnish valuable sales helps, such as: 
the name of users in his present as 
well as future neighborhood, low 
service bills of several users and of 
my own, names of people who had 
automatic fuel fired heaters installed 
on trial but replaced them with elec- 
tric heaters, and names of users of gas 
heat that have electric heaters. 

Also, on every occasion I repeatedly 
kept referring to the rough sketch of 
his basement, bearing out the fact that 
his operating costs would be high be- 
cause of the long runs, therefore, not 
to pay too much attention to the ini- 
tial cost of the equipment, but to think 
seriously of monthly operating costs. 
Modern — economical — automatic — 
convenient — safe — dependable were 
other advantages covered in our con- 
versation, 

Having two youngsters in their 
family, I stressed the safety angle to 


Both men are in the same company 
which would indicate a high char- 
acter of sales ability in the Wiscon- 
sin Electric Power Company. And 
both papers are examples of sound 


selling, worth study by all salesmen. 


such an extent that Mr. Customer was 
reminded of the time years back when 
their fuel heater had caused lots of 
trouble. 

From this point on his resistance 
began to crumble, because he was in- 
fluenced by several motives, such as: 
comfort and convenience—protection 
and safety—gain and economy and pos- 
sibly satisfaction of pride and affec- 
tion. Only one obstacle now re- 
mained. I had to sell the builder on 
the idea of substituting some other 
premium. We finally won him over 
and he offered to lay additional tile 
in the bathroom, which was readily 
accepted by the customer. 

Signing of the order was merely 
a formality, but other details had to 
be followed, such as: making a survey 
of the customer’s premises, informing 
the electrician of the changes in wir- 
ing, and furnishing the plumber with a 
copy of the specifications so that the 
heater would be properly located and 
piping run accordingly. 

In closing I might add that the pre- 
sale survey, rough as it may have been, 
was very effective in making the sale. 


| Had To Sell the Board of 
Directors of a Bank—and Did 


By CARL |. HELLEN 


Wisconsin Electric Power Co., 
Milwaukee, Wis. 


OOKING back on my most difficult 
sale of an electric water heater it 
seems logical that it should occur 
when I stepped out of the residen- 
tial market into the commercial mar- 
ket. The involved one of our 
(Please turn to page 92) 
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Technical tests as well as practical cooking are used at the Ladies 
Home Journal workshop in finding out just what a range can do. 


Grace L. Pennock, home economics director of the Ladies Home 
Journal, has been making tests on electric ranges for many years. 


ectric Ranges 


are and 


JOURNAL of PROGRESS 


ELECTRIC RANGES | 


BROILERS 


SURFACE 
UNITS 


OVEN 
UNITS 


These figures from the records of range studies at the Ladies Home Journal work- 
shop indicate how much electric range have improved over the past five years. 
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Five-year record 


of Electric Range 


Performance at Ladies Home Journal 


Workshop shows Remarkable Progress 


By Grace 


OME women still think the elec- 
tric range slow. Some still be- 
lieve it expensive to operate. 

But a range that gives a pie-baking 
temperature in ten minutes or less, 
or heats a quart of water in less 
than six minutes can hardly be ac- 
cused of being Current con- 
sumption of 100 kilowatts a month or 
bills less than $3.50 on the average 
are not exactly high. This figure of 
cost varies, of course, with different 
localities, and not all regions have 
electric current at suitable rates, but 
the favorable-rate 


slow. 


regions are far 
more numerous than they were. 

So much progress in electric ranges 
has been made within a few years, 
that many do not realize the extent of 
these improvements. We thought the 
ranges sold five years ago pretty good 
—and they were—but the records of 
our studies on ranges for the past five 


L. Pennock 


years at the Ladies’ Home Journal 
Workshop show significant advances 
since then. Twenty to thirty-four per- 
cent less current used and a saving in 
time of from twenty to sixty-nine per- 
cent means money and time saved for 
the user every time one of these new 
ranges is used in place of an older 
one. Half a cent saved on two layers 
of cake or on one angel food, .2 cents 
on a pie, .3 on biscuits and 3.3 cents 
on an oven meal are our records for 
savings in one 1940 range as com- 
pared with a 1936 model, and these 
savings can count up to as much as 
$10 or $15 at the end of the year. 
Ovens heat so rapidly now that it is 
possible to do a large part of the 
baking from a cold start. There is no 
loss of time while waiting for them 
to heat up before putting the food in. 
Broilers are stepped up so that ham- 
(Please turn to page 96) 
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’ Records of heat distribution in broilers done on white blotting paper 
26% less ime 29% 8% less tine less electricity 


The Finest General Electric Ranges Ever 


Styled for 
LEADERSHIP 
in 1941! 


details 


G-E pistributor! 


The 
Hon 


The Stratoliner 
| Model DD2-41 


Now You Can Sell the G-E “LEADERSHIP LINE” 
at Lowest Prices in G-E History! 


Now, for 1941, G.E. gives you a 
line of electric ranges that hits a new 
high in performance and a new low 
in price. See this new line, and your 
eyes will pop at new beauty, new 
sales features, new customer appeal. 

And remember—this finer range 
will be backed by bigger promotion 
than ever—in national advertising, 
mailing pieces, color displays, ads 
for local papers—everything you need 
to cook a juicy profit on G-E Ranges. 

The trend is to electric cooking. 
Figures prove this fact. And in 1940 
the rate of increase in the sale of G-E 
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Ranges was twice as great as the 
entire industry. 

Swing ahead with the G-E “‘Leader- 
ship Line” for 1941. Get your G-E 
distributor’s story of a proposition 
that’s a honey! 


G-E “Roast of the Month” Club 
a Real Builder of Sales! 


Here’s a promotion that actually delivers pros- 
pects at your point of sale. Every woman will 
want to win a free G-E Electric Kitchen or a 
free G-E Range. She’ll come into your store to 
get the entry blank. Tie up with this promotion 
and clean up with G-E Ranges. 


FEBRUARY, 
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Model CD3-41 
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Mass.; S. A. Kelsey of Bendix, and one of the Eastern Company's 
wholesale men make up the picture. i 


DISTRIBUTORS 


The real thinkers were at this table: D. O. Scott, president, Bendix 
Home Appliances; Raymond Rosen, Philadelphia; Irving Sarnoff, Bruno- 
New York; H. A. Glasser, Bruno-New York. 


Parker H. Ericksen of Bendix held a crowd Paul R. Krich (he is vice president of 
spellbound for two cold hours while he pre- Krich-Radisco, Newark) with Judd Sayre, 
sented merchandising plans. Bendix sales manager. 


These gentlemen are hot shots in the Far West: M. J. Sues, Leo J. 
Meyberg Co., Los Angeles; Ed Young, vice pres., Leo J. Meyberg Co., 
San Francisco; and Sam Kahan, Electrical Equipment Co., Phoenix, Ariz. 


Naturally Roskin Brothers lunched together: Hand on chin is Jae Not like Antoine's this lunch but it will do: Here is H. J. Mitchell of the Harper-Meggee 
Roskin, Middletown, N. Y.; Striking a match is B. J. Roskin; and holding Cc. C. Walther of New Orleans, George F. Co., Seattle, Wash., and Roland F. Meggee, 
a cigarette is Frank Lyons, Albany, N. Y. Becker, United Electric Co., Monroe, La. and both of the same town and firm. 


H. Walther, also of Walther Brothers but of 
Montgomery, Ala. 


Lower left shows Raymond U. Lynch of Provi- This might be called the Stephen Seth group. 
dence, R. |.; Fred Bultman, of Cain & Bult- Left to right is S. A. Kelsey of Bendix, Dick 
man, Inc., Jacksonville, Fla.; C. E. Beeson of Willis of Stephen Seth & Co., Baltimore; Ste- 
the Southern Bearings & Parts Co., Charlotte, phen Seth in person, Baltimore and Washing- 
N. C.; Right is George Fulenwider of the ton, and A. E. Ragen of that company. 


same firm. 
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FINEST ROUND TUB WASHER 
MAYTAG HAS EVER BUILT 


1 22 gallon porcelained steel tub. 4 Maytag's exclusive sediment trap. 
2 New Safety Damp-Drier. 5 Finger touch control. 
3 New long-life plastic gyratator. 6 Maytag high-quality construction 
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Niches for matched fixtures are pro- 
vided onthe mezzanine of the shop 


EN years ago Jack Tennant 
bought an electric store and shop 
in Yakima, Wash. were already 
, number of enterprising dealers in 
town and he was dovrbtful of the ad- 
vantage of entering igto competition 
with them. So he looked about for 
4 department which was not so thor- 
ughly covered in which he might 
specialize. He found that, although 
there were plenty of contractor-dealer 
establishments, there was no one who 


‘specialized in wiring and fixtures. So 


he proceeded to go into business by 
going out of it. 

He ran extensive advertisements of 
sales disposing of the merchandise he 
had just acquired. He then began 
to advertise the business of other deal- 
ers in town. In paid space he told 
his customers that there were fine ap- 
pliances to be bought from other 
stores—all he wanted to do was to 
nstall them for them and to sell them 
the wiring and fixtures for their 
houses. The other dealers were glad 
nough to find an established firm not 
n competition with themselves to 
whom they could turn over their wir- 
ng problems. 

Tennant and his partner in the en- 
terprise, Paul B. Creamer, then pro- 
eeded to put their merchandising 
bilities into the channels of the busi- 
ness they had chosen. Being special- 
sts, their interests do not conflict 
vith those of the firms for whom they 
vork. Hence they can afford to push 
me another’s businesses without in- 
jury to themselves. The merchants 
ire not averse to suggesting the need 
for adequate wiring, as Tennant him- 
self is ready to push the advantages 
if not-yet-owned appliances for others 
to sell. Once a job is obtained, the 
firm nearly always manages to extend 
t to include some extra outlets and 
perhaps new lighting fixtures for one 
ir more rooms of the home. 

The shop is arranged with as much 
‘are for display values and attractive 
presentation of merchandise as though 
the product sold was of the sort to be 
wrapped up and taken home. The 
two stories of space are carefully de- 
signed for the most effective possible 
showing of fixtures. Even window 
lisplays are maintained showing spe- 
‘ial lines, and these are changed from 
time to time, just as other windows 
are. Mrs. Tennant takes care of the 
store itself, while Creamer is in 


Jack Tennant of Yakima, Wash., sticks to 
wiring and fixtures and turns appliance 
business over to other dealers—they, in 


send their fixture business 


turn, to him 


Jack Tennant s how the 
fixtures may be displ ed in groups 


A spotlight helps direct attention to 
@ commercial fixture being featured 


charge of shop and out-side wiring. 
Tennant is outside salesman and con- 
tact man, 

Many original and effective ideas 
have been worked out for fixture dis- 
play. The main fixture réom is up- 
stairs on the mezzanine floor. Here 
the customer can be taken away from 
the confusion of the downstairs traffic 
and be seated comfortably, while fix- 
tures are displayed in surroundings 
more nearly approximating those of 
the home than would be possible in 
the higher ceilinged main floor. 
Niches along the side walls provide 
for a grouping of matched bathroom 
and bracket fixtures. 

Upstairs in the rear is the stock 
of lamps and shades, the estimating 
room and the sign planning depart- 
ment. The company is also agent for 
neon signs, thus rounding out the 
service offered by Tennant as a light- 
ing specialist. 

Fixtures are arranged in groups, so 
that they can be lit at one time for 
comparative demonstration. He also 
believes in the use of ‘spotlights to 
concentrate attention on the items on 
particular display. Such spotlights 
are located at strategic positions where 
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The fixtures in this mezzanine show- 
room are visible from the outside 


The workshop of the Tennant business 
is kept in good order at all times 


they can be focussed on a corner dis- 
play of bedlamps, or on a commercial 
fixture being featured at the moment, 
thus highlighting a picture, which 
from the very nature of the merchan- 
dise, might otherwise present con- 
fusing monotony of effect. 
Merchandising principles are just as 
applicable to wiring jobs as to other 
types of business—and Mr. Tennant 
believes in applying them to his pros- 
pects in this field. In preparing an 
estimate for a customer, he always en- 
closes a little printed statement in 
which the enjoyment and comfort 
made possible by a well-wired job is 
stressed. The customer is urged to 
make out a drawing or plan of the 
wiring of his house and to use such a 
diagram if he is calling for other bids, 
asking the inspector to check up for 
him to see that he gets what he has 
asked for. When it is possible to 
talk personally with the owner, he 
uses a floor plan and cut-outs to aid 
in helping the prospect visualize just 
what will be needed by way of con- 


A spotlight help to call attention to 
a group of bedside lamps on display 


venience outlets when furniture is in 
place. 

People who play second fiddle with 
an amateur music group state that fre- 
quently this gives them an opportunity 
to play more frequently and with far 
better musicians than if they had in- 
sisted on playing first violin all the 
time. 
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for you equip! 


- Pages like this in THE AMERICAN HOME 


magazine will have a lot to do with your 
customers’ plans to “‘do it electrically” 
in 1941. 


A startling proof of your neighbors’ big- 
ger buying urge is the spectacular growth 
of this magazine devoted exclusively to 
sales-stimulating ideas for better living. It's 
as practical and down to earth as your sales 
floor. It has “how-to” editorial pages and 
“do-it-with-this” advertising pages. 

To measure the success of that formula 
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for building your electrical-equipment 
sales, just compare THE AMERICAN HOME 
magazine's present audience with 8 years 
ago. 300,000 reader-families then . . . over 
2 million today! 


When you merchandise to Americans “at 
home,” it’s wise to read along with your 
best customers and check on what they're 
planning. You'll find it pays to feature 
what THE AMERICAN HoME suggests and 
sells. Have you seen the current issue? 


FEBRUARY, 


America’s best idea 


1941—ELECTRICAL MERCHANDISING 


book for electrical a 
equipment because it 
LEADS all major maga- 
zines in editorial ideas 
and lineage on home- 
making. 

amount of home- 
furnishings advertising. 


percentage of 
families with incomes 


over $20 a week. te) 
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Chase Brass & Copper Co, 
Lighting Fixtures 
Chicago Flexible Shaft Co, 
Mixmaster 
Clements Mfg. Company 
Cadillac Vacuum Cleaner 
Cutler-Hammer, Inc. 
Multi-Breakey 


Edison G. E. Appliance Co., Inc. 
Hotpoint F lectric Range, 
Electrasin and Water Heaters 


Edwards & Co, 
Chimes 


Electric Steam Radiator Co. 
Portable Radiators 


Emerson Electric Mfg. Co. 
entilating Fay 


Frigidaire Div. of General Motors Sales 
Corp, 
Frigidaire Ranges & Refrigerators 


entilating Equipment, 
Sinks, Household 


ment Corp, 
bomas Electric Clocks 


Hamilton Beach Company 
Food Mixer 


Hoover Com Pany 
Hoover Vacuum Cleaner 


S.C. Johnson & Son, Inc. 
Electric Wax Polisher 


Knapp-Monarch Company 
K-M Electrical] Household 
Appliances 


Landers, Fra 
‘Niversa 


Manning, Bowman & Co, 
Electric Irons 


McGraw Electric Co. 
Toastmaster Products 


Noblite Sparks Industries Inc. 


Arvin Electric Fan-Forced 
Greulating Heaters 


Premier Diy, Electric Vacuum 
Cleaner Co. 


Silex Company 
Silex Coffee Maker 


U. S. Steel Corp, Subsidiaries 
"U.S.§.” Steels for Elec, Equip, 


Warren Telechron Co, 
Warren Telechron Clocks 


Webster Electric Co, 
Oil Burner Equipment 
Westinghouse Elec, & Mfg. Co, 
erator 


fri, 


Zenith Radio Corp, 
Zenith Radios 


NON-ELECTRICa, 
HOUSEHOLD EQUIPMENT 


Aluminum Cooking Utensil Co, 
“Wear-Ever”’ Cooking Utensils 


Aluminum Goods Mfg. Co, 
Mirro Aluminum Ware 


American Gas Association 
Gas for Cooling, and Gas Range 


American Stove Co, 
Magic Chef Gas Range 


Bissel] Carper Sweeper Co, 
Bissell Carpet Sweeper 


Coppes, Inc. 
Napanee Kitchen Furniture & 
Equipment 


ARY, 1941 
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Corning Glass Works 
ex Ovenware & Flame Ware 


Crane Co, 
Kitchen Cabinets 


Curtis Companies Service Bureau 
Kitchen Cabinets 


Florence Stove Co, 
ce Range 


Glenwood Range Co, 
Glenwood Gas Range 


International Nickel Co, 
Monel] Kitchen Units 


Kitchen-Maid Corporation 
Kitchen-Maid Cabinets 


Kohler Com Pany 
Planned K ttchens 


Minneapolis-Honey wel} Regulator Co, 
therm 


National Association of Ice Industries 


Ice for Refrigeration and Ice Refrig- 
erators 


National Pressure Cooker Co, 
Presto Cooker 


Porter Steel Specialties 
er Carpet Sweepers 


Electrolux Refrigerators 


Silex Company 
Silex Coffee Maker 


St. Charles Mfg. Co. 
Kitchen Cabinets 


U. S. Steel Corp, Subsidiaries 
Steels for Household Equip, 


Vischer Products Co, 
Flex Stee] Cooking Utensils 


Youngstown Pressed Steel Co, 
Div. of Mullins Mfg. Co, 
Kitchen Cabinets 
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features these leading advertised Products 
Bendix Home Appliances, Inc, 
} | Bendix Home aundr 
4 R.C. A. Manufacturing Co., Inc, : 
! = A. E. Rittenhouse Co., Inc, : 
Electric Door Chimes 
| 
Full Line: 
ment, Refr; Vacuum Cleaners 
The General Time 
George D, Roper Corporation 
Gas Range = 
| Servel, Inc 
| & Clark 
Castes Range & Chase Brass Copper Company 
Chromium Plated Brass and 
Copper Specialties 
OVER 2,000,000 FAMILI ES “AT HOME” TO YOu 


WESTERN 
STYLE 


May's Music Company of Albuquerque, 
N. M., Modernizes its electric business and 


uses some smart merchandising wrinkles 


By Clotilde Grunsky 


Bernie May, president of the May 
Music Company, Albuquerque, N. M. 


HE modern term “streamlining” 

has been somewhat overused, but 
it has a definite and legitimate mean- 
ing. It means designing along mod- 
ern lines in order to remove the fric- 
tion and to make for swift movement 
without waste. In that sense Bernie 
May’s Music Company of Albuquer- 
que, New Mexico has truly been 
streamlined. The business was started 
as a music store by Bernie’s parents 
about the time of the last world war 
and for a time grew and prospered. 
At the time of the depression, how- 
ever, its assets dropped until they fell 
below the $5,000 mark and the busi- 
ness generally declined, 

Bernie May, only son in a family 
of six children, took over in 1933, just 
in time to have all his funds tied up 
in the moratorium and subsequent re- 
organization of the local bank. How- 
ever, he went ahead, moving the store 
to a new location and adding an elec- 
trical line in 1934. In 1938, when the 
Albuquerque Gas and Electric Com- 
pany went out of the merchandising 
business, he took on the complete 
General Electric line formerly handled 


by the utility. Capehart, Farnsworth 
and Phileco radios and combinations 
are a part of the quality merchandise 
handled by the store, in addition to a 
full line of musical instruments. 
Bernie May himself has equally 
versatile interests. A graduate of the 
University of New Mexico, he is not 
only an accomplished musician, but 
something of a geologist, newspaper- 
man, airplane pilot, cabinet maker and 
mechanical genius, not to mention his 
abilities as an executive. He is in 
fact, capable of handling the problems 
of any department of the store, from 
the conducting of a band as a promo- 
tion feature of the musical department, 
to servicing electrical equipment. He 
has many original ideas of merchan- 
dising and has recently remodeled the 
store throughout, fitting it to meet its 
western needs, at the same time reor- 
ganizing its various departments. 
First to be noticed is the modern- 
izing of the store front, which has 
been accomplished, with a vari-colored 
neon sign and effective windows. One 
of Mr. May’s original ideas, adapted 
to the sunny climate of the Southwest, 
has been the use of Venetian blinds to 
back these displays. Lowered, these 
give a handsome and ultra-modern 


== 
== 


May's new store front 


and window, completed 


October, 1939, was the sixth major alteration since 1934 


background for the display of appli- 
ances. They look equally well from 
inside the store or out—and do not 
shut off the light from the interior as 
would any other type of window back- 
ing. When desired, they can be raised, 
throwing the entire shop into one 
large window display. 

Appliances are grouped into depart- 
ments. The front part of the store 
carries a variety of merchandise, cal- 
culated to bring to the mind of the 
casual shopper a wide choice of equip- 
ment. Here are small appliances, 
lamp rack, vacuum cleaners, and radio, 
backed by a grouping of the larger 
appliances. One refrigerator and a 
showing of washers and ironers are 
on display here, although each of 
these has its own separate department 
elsewhere in the store. The music 
end of the business is represented by 
a counter for sheet music, a case of 
smaller instruments, a pattern of gui- 
tars on the wall, and a piano or two. 
The main piano department, however, 
is in a large room to the rear. 

The floor area available is not large 
(the store is in the heart of the main 
shopping district) and it has not been 
easy to find space for all of the sep- 
arate departments desired. Searching 
ior a location for his refrigerators, 
for instance, Mr. May hit upon the 
idea of utilizing the not very wide 
corridor which extends alongside the 
piano room from the main display 


Below: A portion of the display space in the front of store generally used 


for overflow merchandise and displays. 


Prospects are secluded in private 


display rooms. At right: New and used boxes are shown in the refrigerator 
department but in the season new machines only are displayed. 


tc, 


= 


= Sj 


room at the front of the store to th 
service department in the rear. This 
allowed room for a line up of models 
against one wall, with reasonable pa:- 
sageway still remaining. By effective 
illumination this is made a particu- 
larly effective display. About the 
center of the corridor is a slightly 
raised platform on which is mounted 
the model on which the greatest 
amount of emphasis is placed (not, 
incidentally, the cheapest refrigerator 
in the place). This is flanked }y 
illuminated glass panels and is caught 
directly by a spotlight from the ceil- 
ing, which the salesman switches on 
when he wishes to concentrate the 
customer’s attention during the sales 
talk. 

Radios are located upstairs on the 
mezzanine balcony. Space limitation: 
have made it necessary for this t 
have a very low ceiling, a feature of 
which Bernie May has made good use 
For the instinct of the customer wh 
climbs a flight of.stairs and finds hin- 
self with a ceiling close over his head 
is to sit down. And this is exactly 
what Mr. May wants him to d 
Seated, he is ready to listen to a 
demonstration and to a quiet sales 
talk, uninterrupted by interference 
from outside. Another reason for 
placing radios on the mezzanine, oi 
course, is the easy portability of the 
equipment and its comparative light- 

(Please turn to page 94) 
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What Make 
You Prefe 


MORE PEOPLE PREFER A 
GENERAL ELECTRIC THAN 
ANY OTHER REFRIGERATOR... 


According to recent national magazine surveys 
among refrigerator owners and prospective buyers, 
over 50°) more people prefer General Electric than 
any other make. 

G-E is tops in preference because it’s tops in per- 
formance....and top performance means greater 
customer satisfaction, minimum service calls, and 
greater profit. 


News! 


A beautiful big new SEVEN CU. FT. G-E for ities 
the price of last year’s “Six.” Here’s refrigerator 
news that’s making the headlines! In addition, 
new G-E models have Perfected Conditioned 
Air, New Butter Conditioner, New Dry Storage 
Drawer, New All-White Textolite Door Strips, 
and many other innovations. 


MMe! 


Research keeps General Electric years ahead ! 


GENERAL ELECTRIC 


ELECTRICAL MERCHANDISING—FEBRUARY, 1941 
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Gets ‘Em in with A Checker Board 


The problem of Frank C. Woodsworth of Bromide, Okla., is to get farmers and 
ranchers to head for his place of business when they come to town. The rest fol- 
lows naturally. So, handy to the big pot bellied stove, he keeps a checker board. 
The battles that rage around it are terrific and keep the whole town talking. 


Telephone Report Is 
Backbone of Kansas City 
Collection Setup 


FINANCING plan in yperation 
in Kansas City, Mo., permits deal- 


ers to discount paper on sales of elec- 
ric ranges, water heaters, retrigera- 
tors, radios, ironers, cleaners, washers, 
attic fans, oil burners, stokers, dish- 
Wasi ind disp ysalls to the Fir 


Bancredit Corporation and Kansas 


City Power & Light Company makes 


bill Ten per cent of the contract is 
mack for the dealer until the con- 
tract 1s comple ted. 

‘gy of William O'Mara, who 
has headed collection activities for the 


Kansas City Power & Light Company 


strate 


for twenty-three years, when cus- 

mers become delinquent for more 
than ten days is to send a man out, 
rather than use the mails. 


‘This collector learns what the 


trouble is, then asks the customer to 
call me or Mr. Fagan at the main 


fice and state how and when the ac- 
-ount will be settled,” says Mr. 


Telephone is used by K. C. Power & 
Light on delinquent accounts. 
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O'Mara. “Thus in the presence of the 
collector the customer makes a 
promise and realizes no slip-ups will 
be tolerated. As a result of this 


prompt follow-up collections are rarely 


elinquent.” 
During July and August only four- 
teen appliances, sold by all the dealers 


) 


in Kansas City using the discount 
service, reverted. Most of these were 
lue to reduced earning power, and in 
many cases c wuld be refinanced on 
lower and longer terms. ‘ 


"Old Curiosity’’ Shop 


in Cincinnati 


One of the traffic stoppers used by 
the Maytag Service Station in Cincinnati 
is a display of old washers in front. A 
venerable antique makes people stop, 
look and listen—and think washing ma- 
chines. If you have an old curiosity, trot 
it out, say the Maytag boys. Don't ever 
worry that the public will believe these 
ere the sort of machines you sell. 


From Finance to 
Appliances 


HILE some electric appliance 

dealers have found themselves 
also in effect in the finance business, 
Herbert Ponder, proprietor of the 
Home Appliance Company, Talladega, 
Ala. reversed the process. He went 
from the finance business (as head of 
Security Finance Company) into the 
electric appliance business. He now 
handles both from the same place and 
according to power company and job- 
ber representatives is doing a bang- 
up job. 

“When an automobile dealer of this 
city from whom I had been buying 
paper decided to discontinue his elec- 
tric appliance department about one 
year ago, I took over the line,” ex- 
plained Mr. Ponder. “Now I find the 
two businesses work well together. I 
of course handle my own paper on ap- 
pliance sales through the finance 
agency, and needless to say I am just 
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View inside the store, showing Herbert 
Ponder, left, demonstrating an electric 
range. His finance business is handled 
from the office just back of this display. ; 
pe 
‘leani 
Combined finance and electric appliance & sink: 
business carried on by Herbert Ponder & conte; 
at Talladega, Ala. 
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as careful in discounting my own paper 
as that of any other dealer.” 

Mr. Ponder is very aggressive 
his methods, employs outside salesme\f 
maintains a display along with othe}, 


It wa 
dealers in the office of the municip prope 
electric department, also works 


the farm agents and others on rut 
sales. Besides a complete line of ma)" 
appliances he also handles lamps 2! 
miscellaneous small appliances. Th» 
with his finance business helps ' 
create a maximum of floor traffic wh 
is the great need of a specialty stor 

In selling appliances, Mr. Ponde’ 
can offer the inducement that 
carry our own paper and you do . 
have to go elsewhere to pay, or de 
with any third party.” This carries * 
appeal with some people. 


Kitchen Cabinets Help 
Sell Appliances 


Fos years housewives have Det 
seeing beautifully laid-out kitchet 
in the advertisements of manufac‘ 
of household equipment and materia 
Linoleum advertisements are a fail! 
example. Yet all the while thov-;an® 
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{ women were coveting these modern, 


efficient kitchens they were telling 
themselves they never could afford 


such “luxury.” Seeing the potential 
market held back because custom-built 
kitchens were too expensive for most 
pocketbooks, an alert Ohio dealer took 
the well-known bull by the horns. 


Working Model Kitchen 


Germantown, O., appliance dealer 
Dan Anslinger created an excellent 
stimulant for appliance sales when he 
installed an attractive vet inexpensive 
model kitchen his store. Anslinger’s 
model kitchen is a far cry from the 
usual installation. It is a real working 
model with all the appliances put in 
place. The whole layout is planned 
‘round the new group system devel- 
ped by the Youngstown Pressed Steel 
Division of the Mullins Manufacturing 
Corporation. The dishwashing and 
cleaning center are built around the 
sink; the food storage and preparation 
center around the refrigerator; and 
the cooking and serving center around 
the range. 

The merchandise displays of this 
alert appliance dealer had once been 
similar to those of many independent 
wners: conventional rows of price- 
tagged sinks, ranges, and refrigerators. 
lt was simply a case of creating the 
proper atmosphere to encourage more 
sales. Dealer Anslinger hasn’t missed 


a bet in sales promotion either. He 
has made fine use of the manufactur- 
kitchen that 
complete with a variety of miniature 
cardboard cabinets and appliances. The 
dimensions and fittings can be changed 
about to meet the space requirements 
kitchen. Once the measure- 
ments are known, the dealer or pro- 
spective buyer can “juggle” the appli- 
ances and cabinets until the one right 
combination is obtained, thereby giv- 
ing full expression to individual ideas 
and desires. 


er’s scale-model comes 


of any 


Careful Planning Necessary 


Much careful planning went into this 
“store kitchen.” Carpenters, plumbers, 
paper-hangers, and electricians quickly 
transformed a back corner of Ansling- 
ger’s store into a compact efficiency 
kitchen. Even a window was cut out to 
lend a realistic touch. Venetian blinds, 
fluorescent lighting, and a well-chosen 
arrangement of appliances complete the 
setting. 

Six months after installing his model 
kitchen, Anslinger said this: “Even 
if I never sold another cabinet, the 
model kitchen would be paying its way 
with me. The cabinets help show the 
prospect what her kitchen should look 
like, and gives appliance sales a real 
boost.” 


Dan Anslinger of Germantown, O., specialty appliance dealer, shows a prospect 


around the model kitchen installed in his store. 


The arrangement and grouping 


is by Youngstown Pressed Steel Division of Mullins Mfg. Co., makers of the 


cabinets. 
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TOP LEFT 

Right before dinner, fully dressed, 
the average housewife crouches 
to light the flame type oven 
preparatory to getting supper. 
Pop! goes a garter run in her 
hose and a buck-a-pair of stock- 
ings are ruined. 


TOP RIGHT 
She gets more runs doing this 
than from anything else, Gregory 


V. Drumm, of Greenville, Michi- 
gan, maintains, as all other stoop- 
ing while housecleaning is done 
usually while not wearing hose. 


RIGHT 

As proof, Mr. Drumm cites the 
case of a Greenville housewife 
who has cut down her hose con- 
sumption by one pair a month 
since buying a Gibson electric 
range |18 months ago. At an 
average price of 98c a pair this 
amounts to a $17.84 saving on 
stockings alone. 


Beauty and the Electric 
Range 


HOLLYWOOD makeup artist, 
[ \ Ray Meltmar, staged a glamoriz- 


ing demonstration in the Gibson 
electric range exhibit at the Common- 
wealth Edison Company’s 
Living Exposition held in 
last fall. 


Electric 
Chicago 


The Meltmar show tied in with the 
angle of the electric cooking contri- 
butions to feminine beauty—coolness, 
cleanliness, speed, convenience and 
more leisure time. 

Electric cooking schools were con- 
ducted by nationally known 
economists each day with movies, 
“Alice in Electric Wonderland” and 
“Blame it on Love” thrown in. 


home 


PAGE 47 


| 1 Hosiery Saving is Electric Range Sales Argument 
SSS 


FOR YOUR DEMONSTRATOR! 


Go right after those “ ’round-the-corner” sales! 
Every building—home, store, garage, factory, 
school—houses your prospect! There's a $50,- 
000.00 volume waiting for you in each 10,000 
And all sales are made without 
money-wasting trade-ins, with full profit margins! 


population. 


This proposition is hot! Phone, wire or write 
your ILG distributor or nearest ILG office— 
find out how you can get (1) your FREE easy- 


to-carry demonstrator (for window or counter 
display, for home or office demonstration), (2) 
your FREE dealer kit of tested selling helps. 


Act now—get a head start on competition and 


profits for 1941! 


NATIONALLY ADVERTISED to Time Magazine's 800,000 


able-to-buy families in a year ‘round program, with these 


money-making demonstrating displays featured in every ad. 


We tell ‘em—you sell ‘em. 


ILG ELECTRIC VENTILATING CO. 


2879 N. CRAWFORD AVENUE, CHICAGO, ILLINOIS 


Offices in 43 Principal Cities 


PICK YEAR ROUND PROFITS RIGHT OUT OF THE AIR ! 


SENSATIONAL 1941 “DOUBLE-DUTY” 


SALES DEMONSTRATOR 


AND TESTED, SALES-MAKING 


PROFIT PORTFOLIO 


What You Get 


IN THE PROFIT PORTFOLIO 


* Complete “Plan Book” fea- 
turing sales planning, man 
power, instructions fee use 
of demonstrator, suggested 
letters, newspaper ads, 
radio announcements, time 
payment plan, publicity 
articles. 

* Mailing broadsides to send 
to your trade. 

* Big, colorful, 25x38” store 
posters. 


* Copies of new Ilg catalogs. 


Exclusive 
SELF-COOLED MIRACLE 
MOTOR THAT “ BREATHES” 


VENTILATION 


AND 


CONDITIONING 


* AIR CHANGE...NOT JUST AIR MOVEMENT! 
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A Candid Look at 
the N.R.D.G.A. Convention sical 
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By E. @. Hastings pnd Ww 


UT of the convention of the 

National Retail Dry Goods 

Association, held the latter 
part of January, came the best formula 
for the selling of refrigerators, 
washers, etc. we have seen to date. 

‘Believe it or not” it did not come 
from the major appliance session of 
the Merchandising Division. That 
meeting was quite a disappointment 
to us. It was neither constructive nor 
destructive. It was just another as- 
semblage of men, and a few women, to 
listen to speakers. Philip Du Boff of 
Bloomingdale Bros., chairman, was 
the only department store man to 
stand before the mike. He did a good 
job with the material supplied by the 
program committee, but ’ 

Maybe we are old fashioned, but 
we still believe department store ap- 
pliance men who come from all over 
the country to this convention are en- 
titled to hear how other merchandise 
men and buyers are successfully sell- 
ing electricals. 


Summary of Program 


Here is a brief resume of the pro- 
gram—AS WE HEARD IT. 

A research man with miles and 
miles of anesthetic statistics proved 
MORE major appliances were sold 
in 1940 than in 1939—a fact we all 
suspicioned quite a time ago, as we 
studied our weekly sales, would be 
true, and which was confirmed the 
31st day of December. Also more 
“fiegers’” were given to show 1941 
would be still better. Very, very in- 
teresting. But, we'd already read it in 
ELECTRICAL MERCHANDISING a week 
before. 

Two salesmanagers recommended 
about everything from praying with 
the lady of the house to urging her to 
apply for a divorce if the old man 
wouldn’t buy her all the “dodinks” 
necessary to keep the house clean, 
sanitary and wholesome. 

We have a hazy recollection these 
men also urged selling better and 
better gadgets, but Mr. Blackburn 
wrote it so much better in a recent 
article in ELEecTRICAL MERCHANDIS- 
ING we failed to write down just what 


. the speakers said. 


Then a couple of editors tried to 
scare the devil out of us about “dis- 
count” selling and to make us weep 
over what a wicked thing it is. For- 
tunately, by this time, the bus boys of 
the Penna Hotel were bringing in 
huge trucks of Coca Cola, Scotch, 
Rye, Gin, Etc. for LIFE Magazine's 
cocktail party immediately to follow, 
so instead of shedding tears the audi- 
ence stared drooling at the mouth. 
Then can.z in the “mixer uppers” of 


evel Sf 
drinks. The meeting just naturali@oad. 
went to pieces. 


“ 

A Workable Retail Plan 
Now 
We promised a plan for the success sram— 
ful selling of major appliances. It fe em 
from a speech by Harry Cleavelan$ne 


President and Treasurer, the W. W 
Mertz Co., Torrington, Conn. Her 


mercha: 
believe 


it is in brief as delivered before ony di 
meeting of the smaller departme: pendent 
stores. Mr. Cleaveland is now spealfoorsonr 


ing: jel it 
We do not claim to have acconfyreaniz 
plished the ultimate in Torringtodboo: the 
Our only real claim for “glory” Qouyst s 
that for several years we have avethcer a 
aged a higher percentage of applianc#..1) put 
sales as against total store volunfhnd mz 
than is generally credited to deparf_anq 
ment stores. Our figures have aveapioult 
aged above 13 per cent while the laf’ Whe 
N.R.D.G.A. figures I have seen rangefyis ma 
from 6 tenths of one per cent to 34.y. pr 
per cent, be prep 
I am not one of those who feel w in the | 
must “take a beating” in this particu) 


the pal 
lar game. But if we are to maintaifmanage 
this operation as “just another depart|one to 


ment” I have to admit very frankl}ye my 
I can see little hope indeed of ev bith ht 
making it even moderately profitab } 
according to accepted standards. Ift:nere , 
my opinion this must be a DIMbrovide 
FERENT operation. Volume alotyoyern 
will not provide the full answer to 0uk-xplosi, 
problem. We must, of course, get vol Perh 
ume so as to maintain and support tile ty, 
necessary organization to do a ballSince 

anced job, 


one of 


must t 
li I were asked to write a bridixpect 
prescription or program f0F my 


dising this department I would neefbnly fo 
only six words which are, “Provelnd 


Products” “Properly Promoted” edhe 
“Productive Personnel”. Simple, vefhales. 

but in what respect different from ‘Hhpel] ¢; 
prescription we might write for “Miyhole | 


operation of any department? D@ Thes 
ferent in many respects. Different 


y 1 lemanc 
the selection of lines—different in fhroduc 
motions, and certainly different in 


sonnel problems. with t 


sv “proven products” we mean p 


variably to select (at least so far a: fRigher 
available) that product which in I] Better 
line or classification has estab! co 
itseli—or has been accepted as sta! perati 
ard and has already, through nating ac 
advertising or otherwise, come to ean 
desired by our potential buyers. andlir 
The second phase of our progt 
is largely a part of the first. “T’ropifhen o 
promotion” is so much a part of “Bhat w 
“proven product” that a large shire Bhoint 
promotion has been assured when “fyi pI 
select our merchandise. In 
words, why burden our promcti ajor 


job unnecessarily by having to 
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inc the buying public it is the 
Controlled” refrigerator it 
& d have when it already is sold 
Bon tue “General Omatic”. 
We try to tie our products and pro- 
motions so closely together each auto- 
On matically helps the other. But we 


must promote, we must advertise in 


nany and devious ways. Our adver- 


tisiig must be different—it must not 
be weak—it must be impressive. If 
and when we advertise we must 
jominate our field. If we hope to sell 
items we must advertise in a big 

No four inch single column 
ever sold refrigerators by the car 


“Productive Personnel” 


Now the third phase of our pro- 
SUCCES oram—‘“productive personnel” with 
es. It She emphasis on productive. This is 
“a the most difficult factor of all in 
4 


- Mimerchandising appliances. While we 
n. Herfhelieve the real success or failure of 
before any departmental operation is de- 
partmemioendent to a very large degree on the 
W spealinersonnel directly involved—here we 
feel it is vital. We must build our 
accolforganization from the top down, and 
Tringto~not the bottom up. Consequently we 
glory” Pmust secure as the department man- 
ive avetaver a man who can not only buy and 
applianc#.el] but one who is capable of building 
volunind maintaining a sales organization 
0 deparf_and this probably will be his most 
ive avetiifficult task. 
e the laf’ When we have found this person, 
“n rangthis manager, and have agreed to pay 
nt tO “tthe price in dollars, we must also 
be prepared to pay an additional price 
“fin the form of personal supervision on 
S$ particUthe part of ourselves or our general 
mamtamanager or our controller or of some 
er depattlone to act as counselor or supervisor. 
4 frank }We must keep in mind we are dealing 
or ev'lvith human nature and when we make 
prohta? jone of our prime requisites optimism 


O feel W 


lards. ‘there must be a control. Optimism 
as - ‘Provides the steam but if there is no 
me alt 


“kovernor to guide it there may be an 
yer tO OUexplosion. 

*, Set VE Perhaps we should say just a word 
Ipport “fbr two about the price in dollars. 
lo a baliSince the department’s manager 
must be a man of ability we must 


ea bri expect to pay accordingly. Therefore 
meren"ive must establish a definite top, not 
ould neKenly for management, but for all labor 
“Provind salary costs including delivery, 
loted nstallation and service as well as 
mple, Yffales. The total of these costs will 
iro spell either success or failure for the 
e tor operation, 
ent’ /'@ These costs can be met only if we 
ilferent lemand the utmost in discounts and 
nt roducer cooperation. We must dis- 
“nit 1" the promotion of price leaders 
with their narrow margins and in- 
me ‘ead promote better merchandise with 
O ta 


tr Bigher unit sales and correspondingly 
ch in discounts. We must have bet- 
estas" er control of every phase of the 

as -t4""bperation so as to reduce markdowns, 


‘Pd accept fewer trade-ins which will 
ome |! wean fewer transactions and fewer 
ers. 


_fPandlings per dollar of sales. We 
sell and sell and sell. Then and 


. “Propeithen only may we hope for an answer 
art rt hat 


will be attractive from the stand- 
re of volume, and an answer that 
| when “Bvill produce a final net of creditable 
In oMbroportions to the retail dealer in 


; 


to co 


electrical appliances. 


MADE 


THIS 


THE JANUARY SHOWS 


EXTRA 
Double Duty Agitator 


with washing compartment for small 
\ and dainty pieces that are difficult 


to remove from the large tub,—and 
—providing at the same time extra 
scrubbing action to the clothes at 
the top of the large tub. 


@ Every woman willagree 
that it is difficult to find 
and fish out small articles 
from the big tub of a 
washer. Barton solves this 
problem with its double 
duty Molded Plastic 
Agitator. 

Awarded a plaque for 
pioneering the Molded 
Plastic Agitator last year 
—this year Barton adds a molded plastic compartment 
which fits over the top of the agitator and which travels 
with it. This Barton “Extra” provides two facilities; it adds 
extra scrubbing action to the clothes in the large tub,— 
and it provides safe accessible washing space for small 
and dainty articles, perforations permitting the sudsy water 
of the big tub to circulate freely in the extra compartment. 


Biggest Values ... Finest Appearance 


“WHY WASN'T 
IT THOUGHT 
OF BEFORE?” 


EXTRA 


Patented Water Deflector Tub creates . 


more turbulent water action,— 1710 
extra washing currents per minute. 
Cleaner, whiter clothes in less time. 


Double Duty Agitator of 
molded plastic—no tarnish- 
ing—easy on clothes. 


Patented Water Deflector 
Tub. 


Controlled Washing and 
Wringer Speeds —a speed for 
every fabric. Saves clothes. 


The Barton line for 1941 offers bigger values than ever before with the three exclusive 
“Extras”: —the Double Duty Agitator,—the distinct Water Deflector Tub —and the 


Controlled Washing and Wringer Speeds. 


Compared on any basis,— you'll select Bartons for 1941. Their fine appearance and 
greater utility mean easy saleability,— more sales and profits for you. 


THE BARTON CORPORATION, WEST BEND, WISCONSIN 
‘Write Today Please give us full information on the Barton.1941 line and franchise details. 


For Barton 


Franchise Data 


Street Addr 
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Here is J. A. Vassar, assistant service manager at Westing- 
house Merchandising Division. Before him are the tools that 
an iron repair man needs: Two screwdrivers, a 4-inch and a 
2'/a-inch, having '/4 in. and in. blades respectively; pliers; 
rawhide mallets; one tap wrench with a 6-32 tap and a 10-32 
tap; socket wrenches; | ball beam hammer; | steel block. 


Working on an iron with both hands free is 
about like handling a greased pig. For this rea- 
son an ‘iron base holder’ built out of wood pro- 
vides a neat stall for the iron during the neces- 
sary repair operations. 


Next you remove the three terminal cover screws. 
After this the two terminal screws in the side of 
the iron handle are taken out. Then the iron 
cover and handle are free to be lifted off. These 
things come in this order; if you do not remove 
them all, the cover will not come off the iron. 


HOW FIX 


Y 1TH irons approaching 100 per 
' cent saturation it behooves deal- 
ers to study their care and re- 


pair very carefully. For virtually every 
time an iron goes on the bum, the owner 
rushes about pellmell seeking to have it 
fixed before he takes the rubbers off his 
bankroll and buys a new one. 

“That means,” says J. A. Vassar, as- 
sistant service manager of the Merchan- 
dising Division, Westinghouse Electric 
and Manufacturing Co., “that the dealer 


The first step is for the operator to reach beneath the con- 
trol knob and using a No. 9 screwdriver, to remove the 
screw holding the control knob to the thermostat stem. 
This operation merely removes the control knob but does 
not remove the thermostat as it is under the chrome cover. 


Now comes the test for open circuits. This is simply a lamp 
test, and anyone can accomplish this operation quickly by 
connecting the iron to a 110 volt circuit and using a 220 
volt carbon lamp in a pigtail socket. It tips you off as to 
where the current is not going through. 


RON 


who has a reputation for being able to 
repair irons gets the break on the re- 
placements. For quite a number of irons 
can be satisfactorily repaired and that 
gives the dealer a profit. Those that 
can't, find the customer standing there 
flatfooted needing a new iron. It’s a 
good business taken both ways. For the 
benefit of those interested in the art, 
Electrical Merchandising gives you some 
photographic glimpses of how the experts 
service irons down at Mansfield, O. 


The next step is taking off the top cover screws (there are 
two of them). There is nothing tricky about this operation, 
but it is shown in sequence. There is a good deal of sim- 
ilarity in iron construction and these steps are fairly 
standardized. 


Shown in the picture is an iron tester which tells several 
things: (1) whether or not the circuit is open or closed; 
(2) whether or not the iron thermostat cycles; (3) the 
temperature of the iron at the various settings of the control 
dial; (4) through use of a calibrated scale it shows whether 
or not the iron meets the proper operating standards. 


~ 
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porcelain as well as bonderized Dulux, and there are 
special models, large and small, to fit every family need. 

New Westinghouse models are powered with the famous 
sealed-in-steel ECONOMIZER mechanism, now quieter and 
more efficient than ever. Cabinets, frosters and fittings reflect 
the greatest design achievements in Westinghouse Refrig- 
erator history. And increased production capacity assures 
an ample supply in 1941 of all popular Westinghouse models. 


SELL THE 


DIFFERENT REFRIGERATOR 


WITH EXCLUSIVE TRUE-TEMP CONTROL 


Only Westinghouse has TRUE-TEMP CONTROL—a PLUS value 
that gives users SUPER MARKET Food Protection. A giant adver- 
tising and promotional campaign will put this advantage to work for 
YOU in the public mind. Don’t miss out on the extra profits it brings. 
Call your distributor or write direct for complete details. 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 
DEPARTMENT 1051 MANSFIELD, OHIO 
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A few of the visitors at the after- 
noon session of the 


meeting. 


S. A. Sween of Woodinville, Wash., dis- 
plays an electric ventilating and heating 
unit which poultry men are using. 


George Sargent tells his audience about 


pumping water. He represented the 
Pacific Pumping Co., Portland, Ore., 
cooperating with local dealers. 


Here is a typical farm meeting in Washington where a 


five-year plan for appliance purchasing was presented 


OR two days the farmers of Ska- 
mania County, Washington, and 


their wives attended a school which 
taught them how best to make use 


of electric service in their homes and 


on the farm. This electrification 
school was conducted by County 
\gent Gillard in cooperation with 


the State College of Washington Ex- 
tension Service, the Skamania Public 
Utility District and the Bonneville 
Power Administration. Sixty farmers 
attended, representing practically every 
community in the county. Local deal- 
ers, aided by manufacturers of farm 
equipment put on a display for the 
period of the school and were given 
an opportunity to demonstrate their 
equipment during the course of the 
program. 

The discussions covered such fea- 
tures as adequate and wiring, 
lighting, refrigeration—house- 
hold and dairy, and the showing of 


safe 
home 


Booklets available on farm electrification 
were attractively displayed in a panel 
backing a table model of an electrified 
farm. 


a motion picture entitled “Bill How- 
ard, R.F.D.” Dealer demonstrations 
occupied the afternoon 
both days. A program condensed from 
the afternoon meeting was given on 
Friday evening. The Skamania P.U.D. 
signed for the E.H.F.A. 
financing plan, whose terms were ex- 
plained for the benefit of those who 
planned to buy appliances in the near 
future. 


sessions of 


recently 


Of special interest to the group was 
the five-year plan of purchasing 
equipment for the farm which pre- 
supposed an expenditure of from $75 
to $300 for electrical wiring, light- 
ing of the home and farm, and essen- 
tial equipment during the first year, 
from $100 to $600, mostly for pump- 
ing systems and plumbing fixtures, 
during the second year, from $25 to 
$1400 the third year, from $25 to 
$1500 the fourth year, and from $15 
to $1700 the fifth year. Washing ma- 
chine, refrigerator and vacuum cleaner 
were scheduled for purchase during 
the third year, with ironer, range, 
water heater and radio on the sched- 
ule for the fourth year. Food mixer, 
sewing machine and miscellaneous 
other home equipment follow during 
the fifth year. Small items, such as 
roaster, heaters, clocks, heating pad, 
I.E.S. lamps, ete., were listed for 
purchase at any time, optional with 
the individual. The money spent by 
the particular home each year will 
depend upon the amount.available and 
the amount and quality g the equip- 
ment purchased, 


A. G. Bergren, represented the Mitchell, 
Lewis & Stever Co. presenting feed 
grinders, pumps and brooders, 


C. M. Olsen of the R. M. Wade Co., 
demonstrated a variety of electrical ap- 
pliances. This is an electric brooder. 
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YOU 
THESE GREAT 


BUYING FEATURES 


HERE ARE THE KIND OF Norge price-tags pull 'em in . . . Norge fea- 


sell "em. For only has the 


“TAGS” THAT PUT EXTRA great buying features shown below . . . ex- 


clusive features that put Norge years ahead in 


PROFITS IN YOUR POCKET economy and convenience . . . exclusive fea- 


tures that shout “more for the money!” 


COLDPACK 
2 drawer for meats 


always usable 


YEAR-’ROUND PROFITS 


WASHERS GAS & ELECTRIC HOME 
RANGES HEATERS 


See your "independent Norge Distributor, or write See 
VISION ee CORPORATION, DETROIT, MICHIG 
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NORGE FAMILY" GIVES YOU 


EXCtusiye 
vil \ cH 
“gutomatice Y for better, 
ROWLATOR 
For extra cold-mok- 
| 
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| COMMERCIAL REFRIGERATION 
See NORGE defore you buy! 
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Selling Features: 


FRIGIDAIRE Refrigerators 


Frigidaire Div., General Motors Sales Corp., 
Dayton, O. 
Fifteen models, 9 less than 
ust year: R-6, S-3, S-4, S-6 low- 
priced series; L-6, L-8; M-6 and 
MP-6, middle price series ; Cold-Wall 
series; and C-6, C-9, CP-6, CD-6, 
CDP-6, CDP-13.5 Cold Wall Deluxe 
Three new cabinet 
designs identify the different series— 
one series has modernistic fluting 


@ 


= 


placed horizontally across the door 
panel, black and chrome base and 
a new type door latch; Cold-Wall 
line has new cabinet styling which 
includes raised heavy chromium strip 
up the center of door and across 
top of cabinet; 4 lower priced models 
resemble somewhat the design used 
last year. Two low-priced models 
have porcelain exterior in addition 
to the porcelain finished models in 
deluxe line. Other features include 


roomy storage bin in most models; 
sliding hydrators in all except R-6, 
S-3 and S-4 models; “Quickube” 
trays in all models, and a double- 
width ice and dessert tray with built- 
in release in all except S-3 and S-4; 
larger sliding Meat Tender; Cold- 
Wall Deluxe series has a chest type 
freezer across entire top of food 
compartment with the door hinged 
on bottom that lets down to act as 
shelf when open; freezer in other 
Cold-Wall series is retained at left 
of food compartment; balance of line 
has freezer in center position. Shelves 
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in Cold-Wall Deluxe series, CD-6, 
CDP-6 and CDP-9, may be moved 
up and down on rests which are part 
ot cabinet lining; recessed aut matic 
light in some models. Standard 


) 
75; M-6, $142.75: 


$127.75; L-8, $152. 


MP-6, $167.75; Cold-Wall Series 
C-6, $167.75; CP-6, $187.75; C-9, 
$197.75; CD-6, $204.75; CPD-6, 
$224.75; CPD-9, $254.75; CPD-13, 


$407.75. — Electrical 
February, 1941. 


Merchandising, 


BLACKSTONE Dryer 


Blackstone Corp., Jamestown, N. Y. 
Model: Automatic clothes dryer 11- 
Selling Features: Housed in modern 

design cabinet that matches Black- 

stone Automatic washer; combines 
circulating currents of hot air and 
radiant heat; automatic timer; auto- 
matic heat control; polished chrome 
liners to utilize reflected heat; 8 Ib. 

capacity; available for 110 or 220 

volts.—Electrical Merchandising, Feb- 

ruary, 1941. 


MAYTAG Washer 


The Maytag Co., Newton, lowa 

Model: N. 

Selling Features: Full size porcelain 
tub with splash rim; red plastic May- 
tag gyratator counter-sunk into tub 
bottom; sediment trap; push-pull gy- 
ratator control; lid holder on side 
of tub; Maytag damp-drier with 4- 
spring automatic tension for all gar- 
ments and fabrics; finger-tip tension 
release bars located on both sides 
of unit; tension reset lever; single 
lever control to start, stop and re- 
verse rolls and swing and lock unit 
in 80 different operating positions. 
Enclosed, self-reversing drain; quiet, 
compact power unit; v-belt drive; 
lustrous, high-bake white enamel fin- 
ish; available with electric motor or 
Maytag gasoline Multi-Motor; pump 
on all models of “N” series gas 
engine models.—Electrical Merchan- 
dising, February, 1941. 


Models: 


Selling 


SIMPLEX Ironers 


American Ironing Machine Co., 
Algonquin, Ill. 

Portable Ironette S-412 and 
S-419 Simplex Royal De Luxe. 

Features: S-412 Ironette 
weighs 33 lb.; 22 in. roll, 5 in. diam. 
free rolling with 2 open ends; chrome 
plated shoe with protective lip; ca- 
pacitor type noiseless motor; 1200 
watt element; adjustable thermostat 
with temperature range to 450 deg. ; 
Simplex pressure device maintains 
ironing pressure at 75 lb.; foot and 
hand press controls; pilot ‘light indi- 
cates when current is “on”; heat 
switch part of thermostat; rubber 


feet on base; tilt back shoe for steam- 
ing and pressure; overall dimensions 
27 in. long, 9% in. wide, 10 in. high. 

S-419 Simplex Royal Deluxe has 
stainless porcelain table top; 2 de- 
bossed end shelves; pull up lap 
board; roll 26 in. long, 6 in. diam.; 
“free wheeling” clutch allows roll 
to rotate forward and backwards 
both ends fitted with ruffler plates; 
4-points pressure gives uniform con- 
tact over entire length of roll; Cur- 
vex shoe gives 5¢ in. ironing con- 
tact; 2 open end rolls 2-speed motor; 
1350 watt Nichrome element; dual 
thermostat controls with range of 
250 to 450 deg.; emergency release 
lever; finger tip control; knee shoe 
control adjustable for individual 
operator; hand press control; tilt- 
back shoe for steaming and press- 
ing; heat and motor switches; pilot 
light; 3 removable pivoted clothes 
rods. — Electrical Merchandising, 
February, 1941. 


K-M Steam Iron 
Co., St. Louis, Mo. 
Model: K-M Steam King. 
Selling Features: Safety valve is now 
at front of iron, away from handle, 
protects hand ‘of user; improved 
gasket; top of iron has smoother, 
cleaner finish.—Electrical Merchandis- 
ing, February, 1941. 


FEBRUARY, 


UNIVERSAL Ranges 


Landers, Frary & Clark, 
New Britain, Conn. 


Model: 1654 Super Mercury; 
Super Speedking; 1651 
per; 1650 Super Comet: 1150 S; 
Meteor; 1050 Super Flight; 62244 
Portland, 1657 Arrow. 

Selling Features: Super Mercury }: 
2 Bake-fast ovens with lights; Sup. 
heat units and economy cooker wi: 
mult-i-heat control signalit 
Magic-eye oven control; Select-a-t; 
automaticook; Serv-a-drawer; lan 
metal cooking chart on drip tray 

Super Speedking, similar to Sup: 
Mercury but with only one Bak 
fast oven and without Serv-a-drawe: 
equipped with deluxe warming draw: 
and 2 utility drawers. 

Super Clipper equipped with lar, 
Bake-fast oven; Super-heat surfs 
units and economy cooker with M 
i-heat control; magic eye oven « 
trol; oven light; deluxe warn 
drawer, 2 utility drawers and lam 

Super Comet equipped with lar: 

3ake-fast oven, Super-heat units 2 
economy cooker with 5 heats; au 
matic oven control; 3 utility draw: 
ers; lamp. 

Super Meteor, Bake-fast ov 
Super heat units and economy coo! 
with 5-heats; automatic oven 
trol; minute minder, 1 utility dra 
and lamp. 

Super Flight similar to Supe 
Meteor without minute minder 
lamp. 


Portland, combination coal a 
electric. 
Arrow, apartment size model ! 


three 5-heat units, automatic ove 
control with signal light Electrics 
Merchandising, February, 1941. 


v 


YOUNGSTOWN Kitchen Unit 


Youngstown Pressed Steel Div. Mullins Mis 
Corp., Warren, O. 


Device: Apartment House Kitches 
unit AP-366. 

Selling Features: Consists of 3 wi 
cabinets; a 22 in. special base cal 
net with concealed cutlery drawe’ 
a in. continuous linoleum 
with flat rim sink installed; rif 
splash back with perforated 
strip over refrigerator for circu 
tion; unit is 66 in. long inciudin 
range. Youngstown Pressed St 
does not manufacture ranges or 
frigerators, but these applianc:s 
available for use with unit throut 
local YPS_ distributors.—Ele. tri’ 
Merchandising, February, 1941. 
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NEW BENDIX 
DELUXE AUTOMATIC 


NEW BENDIX 
STANDARD AUTOMATIC 


isn’t this 


HIS ANNOUNCEMENT of the new 
Bendix Home Laundry models is prob- 
ably the most important announcement of 
the year in the washing machine field! 
But why no big type, no big pictures, no 
shouting headlines? 


strange way to announce new models? 


vears past the experimental stage . . . a prod- 
uct proved and perfected in actual home- 
service. 

In the second place, we don’! want you — 
or anyone else—to think we've made any rad- 
ical change in Bendix basic engineering. 


Automatic, and the Standard Automatic- 
represent, not basic changes, but refinements 
in styling and ease of operation. They make 
the Bendix the dest /ooking and best perform- 
ing automatic “‘washer” ever built. 


If you're a Bendix dealer you know how 
you can go to town with these machines. 


Kitches It isn’t that we aren’t proud of the two In other words we’re not changing models You & ha Sager f Bendix’ 
most beautiful machines that ever came off to get rid of performance “bugs”. That’s hey grt rom 
3 wal reputat x” user-satisfaction. 
a production line. But we’ve restrained our- something you have to do when your ma- 
drawet selves . . . deliberately, and for some darn chine’s just hitting the market... still un- the | tne he & 
good reasons. tried in ordinary service. (And, brothers, we 
If you're not a Bendix dealer, but // you're 
ed me In the first place, we don’t want you—or know, that’s what we had to do when i] 
the Bendix was new.) the kind of retailer who knows a red-hot 
invone else—to get the idea that we're hell- 
includ item when he sees it and knows how to do 
sed St bent toward a ‘‘new-models-every-six-months But we've got 175,000 Bendix Home Laun- 

es or! olicy. We aren’t. drys installed in 175,000 homes! And they have Bendix line-up. For the whole profitable 
t_throut! We're just continuing our program of story, write or wire Bendix Home Appii- 
‘ax teady improvement on a product that’s These beautiful new models—the Deluxe ances, Inc., South Bend, Indiana. 


‘ 
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NEW MERCHANDISE 


G-E Sinks and Cabinets 


General Electric Co., Appliance and Mdse 
Dept., Bridgeport, Conn. 


Di N electric cabinet sink; Dis 
vsall adapter flange and a refriger- 
ator accessory cabinet; custom sink 
and inter tops with linoleum in 8 
standard colors; 3 smaller utility cab 
Selly Features Cabinet sink avail 

able n 2 models—with deluxe 
‘ ! hardware; 48 in. wide, 36 
ind 25 in. deep; cabinet and 
ink vl designed for immediate in- 
stallation of Disposall and dishwashe 

in be installed with substitution 
electr sink top; chrome-plated brass 
g Ss it 1ucet towel rack, soap 


basket and bottom shelf are interior 
cabinet teatures; sink back open for 
electrical and plumbing connections ; 
shelt in be removed when dish 
Wasner s installed. 

For 1941 G-E Disposall will be 


adapter flange for im 


mediate installation with 34 in. sink 
ng as well as usual 5 in. opening 


Refrigerator accessory cabinet 
which can be sold with or as an 
accessory to any 6 cu.ft. model 
provides storage facilities for small 
kitchen; styled to match refrigerator 
with split shelf flexibility; all-steel 
cabinet fits tightly on top of G-E 
“sixes 24 in. high, 30 in. wide, 
21 in. deep.—Electrical Merchandis- 
ing, February, 1941. 
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ROTOSHO Turntable 
General Die & Stamping Corp., 265 Canal 
Cc. 


St., N. Y. 
Devic Electric all steel display turn 
Sellu ures (Jperates m 110 
\ i ly 16-1n. table andles 
10 balanced vad or 200 Ib en 
te haa enamel finis 2 
i i s ft ist turns at it 

min 

Pr Electrical Merchandis 

i 1941 
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Sell 


MIRACLE Coffee Maker 


Miracle Products Inc., 


36 S. State St., Chicago, fil. 


Wwe 


mad 


Miracle fully automatic drip 
maker 


Features: 8 and 6-cup models; 


coffee and water is placed in upper 


V 


Vater 


electric unit 


comes to ft 


replaced; when 
wiling point it 


automatically shuts off current and 


water 


speed 


water 


drips through grounds at right 
timing contrel permits 
to remain contact with 


grounds only long enough to remove 


nti 


Os. 
8-cups, $7.95; 6-cups, $6.95. 
rical Merchandising, February, 


DEEPFREEZE 


Motor Products Cor., North Chicago, Ill. 


De 


vice 


Double-size Deepireeze trozen- 


food storage cabinet 


Selling Features: Has 2 Deepfreeze 
“cold-cylinders” 30 in. deep, 18 in. 
diam. with 4 hp. compressor placed 


between; cold-cylinder combines tunc- 
tions of cooling element and storage 


I 


Freon refrigerant circulates 


within double walls of cylinders; 37 
in. high, 26} in. wide, 65 in. wide, 
capacity 66 gal. food.—Electrical Mer- 
chandising, February, 1941. 


K-M Fans 


Knapp Monarch Co., St. Louis, Mo. 


Vodels 


} 


las 
ine; 


Sixteen in. oscillating 2-speed 
been added to the Jack Frost 
a 10 in., 4-pole-motor rubber 


bladed fan has been added to the 
KoldAire line. 


Price: 


Ir 


m 


Jack Frost line of 11 fans range 
$4.95 to $35.—Electrical Mer- 


chandising, February, 1941. 


= 
ESTATE Ranges 
The Estate Stove Co., Hamilton, Ohio 
Models: Nine new models: Montrose, 


Seville, Avalon, Shelburne, Chalfonte, 
sradford, Mayfair, Hermitage. 
Selling Features: Standard equipment 
includes Balanced Heat oven; single- 
dial ThermEstate oven heat control; 
6-heat Chromalox units; 6-heat Elec 
tricooker; white porcelain enamel 
finish, white handles and switch dials. 
Bar-B-Kewer compartment for 
broiling or barbecuing whole hams, 
rib roasts, etc.; available in Montrose 
and Seville models. Combination 
Grid-All, Toast-All, in Montrose 
and Avalon models. Independent 


broiler in top of oven on other 
models, with enameled broiler pan. 

Bradford, apartment size model has 
three 6-heat Chromalox surface units 
and a 6-heat Electricooker with 
Chromalox unit, full size Balanced 
Heat oven. 

Mayfair, combination electric range 
and oil burning heater. Heater sec- 
tion is equipped with two 6-in. quick- 
starting ring-type burners; 3-gal. fuel 
tank; automatic draft regulator. 

Hermitage, electric and coal model; 
coal section available with cast-iron 
fire box linings and duplex grates 
or fire-brick lining with triplex grates, 
as specified. 

Accessories available at extra 
charge include Deluxe TimeEstate 
automatic oven heat control with 
built-in cooking top lamp assembly; 
TimeEstate automatic oven time con- 
trol; spring-wound interval timer; 
cooking top lamp; salt and pepper 
shakers; 3-piece aluminum set for 
Electricooker; French fry basket; 
4-piece aluminum oven set.—Elec- 
trical Merchandising, February, 1941. 


v 


CONCO Blower 
Conco Corp., Mendota, 
Device: New blower-filter unit for 
small homes. 

Selling Features: Unit is equipped 
with heavy duty, long hour motor; 
2 in. thick filter provides 500 sq.in. 
filter; “hammerfinish” baked enamel 
cabinet. — Electrical Merchandising, 
February, 1941. 


FRIGIDAIRE Ranges 


Frigidaire Div. General Motors Sales Cor; 
Dayton, O. 


Models: Nine models—B-70, B 
B-45, B-35, B-15, B-10, L-10, Bi 
A-6. 

Selling Featurese New stainless s 
tubular, 5-speed surface cooking y 
give increased speed—large unit 
1941 models has 2100 watt capa 
smaller units, 1300 watts; 
models are of solid base type, 
model is low-priced leg type; 
is combination electric and coal 
wood model; “A” model is an ay 
ment type. All regular ovens 
full size and of equal capacity 
line; Deluxe models, B-70, 8B 
models identical except B-70 has t 
ovens and B-60 has a single 
with a warming drawer in | 
second oven. B-45 has a di 
different design and style. 

Handles on oven drawers of B/ 
and B-60 are a new feature 
oven door has long, oval bar 
chromium finished handle, other 
dles are modernistic rings. 
have fluorescent lamps 
chromium finished shade; B-45 
other models except combinatior 
apartment models have regular 
light; improved “Cook-Master” 
matic oven cooking control; base: 
B-70 and B-60 are integral part 
cabinet; “Thermizer” deep 
cooker, 600 watts; operation 1s 
trolled in deluxe models by “Thr 
matic switch that may be turne 
high position and which turns to 
automatically during any period 
to 30 min.; deluxe models have a 
matic oven light; porcelain f 
with stainless porcelain top suria 

Prices: A-6, $98; B-10, $104.75; B 
$129.75; B-35, $145.75; B-45, $1 


al 
stir 


B-60, $199.75; B-70, $249.75; BC-: 
$166.—Electrical Merchandising, | 
ruary, 1941. 


PREMIER Cleaners 
Electric Vacuum Cleaner Co., !nc. 
1734 Ivanhoe Rd., Cleveland, 0. 

Models: Floor model 42 an 
model 52. 

Selling Features: Model 42 has 
styling; ball-bearing, motor ¢ 
brush; improved Hi-Power 
bearing motor; maroon and £ 
sateen bag with dirt drap; 5" 
Matic nozzle requires no adjust? 
for rugs of varying thickness: 
finding Search-Lite; molded ru 
furniture guard; fingertip sw" 
maroon and = gray crinkle 

Hand cleaner 52 maroon and & 
styling, patented sateen dust 
ball-bearing Hi-Power motor 
motor-driven brush;  lightweig 
Electrical Merchandising, Febt 
1941. 


FEBRUARY, 1941—ELECTRICAL MERCHAND 


i 
ofc 
— 
Elect 
1941. 
= 
— 
PEMIER 
| 
— 
| 
> 
7 
| 
ad 
| 


LEADER 


Turns Low Price into Big Volume.. Full Profits 


the 1941 “MATCHED 


jes 
Sales Cor; 


70, B 
-10, Bi 


nless st 
u 
ze unit 
t capa 
atts; 

type, 
ype; “I 
id coal 
an aj 
ovens 
‘apacity 
3-70), 


Model 52 
Regular Retail Price 


$14.95 


WINS WOMEN WITH 
* NEW STYLING! 


f=; * NEW FEATURES! 
* NEW 514.50 SAVING! 


75; BC: And here's a business forecast too! A new Floor Model has a Search-Lite as well 


dising, | 


sales leader—as new and different as its | as Premier’s brand new Simplo-Matic 


maroon-and-gray crinkle finish—is asure Nozzle! Bigger business with full profit 


bet to stage a clean-up for Premier deal- _is yours with this 1941 ‘Matched Set!” 
ers. This 1941 “Matched Set”—a $54.45 


value that is bargain-priced at only 


$39.95 and the customer’s old cleaner 


—will make the same instantaneous hit 


W 
\PREMIER STEALS SHO 


yoa1 tine of 


—Premier’s Model 42 

with the public as it did with dealers at / x interest 10 Regular Retail Price 
$39.50 


the Major Appliance Show. Both clean- 


ners 
bse - ers have motor-driven brushes and the 
2 andl 

42 | h bigger volume 4 
Power 
n and 
rap; Sim PREMIER DIVISION, ELECTRIC VACUUM CLEANER COMPANY, INC. 
ckness; ’ Pp R E M I E R D I i | ‘4 I 0 y 4 Rush full information about the $39.95 Matched Set, and the complete 
olded 9 Premier 1941 Line featuring the new Fully Automatic, Duo-Matic and 
INKIC 4 
Electric Vacuum Cleaner Co., Inc. 
1 dust 

ADDRESS 

motor 
ight 1734 Ivanhoe Road Cleveland, Ohio 
AND 
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a STYLE FORECAST: “MAROON AND GRAY SWEEPING THE COUNTRY!" 
\ 
BY | Y 6: 


160 MILLION 
SALESMEN 


TO HELP YOU SELL 


WESTCLOX ELECTRICS 


For YEARS Westclox has hired 
millions of “salesmen” to help 
you sell Westclox electric clocks 
This year we're hiring more than 
ever before. These hard-hitting 
advertisements will work in lead- 
ing national magazines and news- 
paper roto sections—publications 
read by your customers. . . Col- 
lier's, Better Homes & Gardens, 
Ladies’ Home Journal, American 
Magazine, plus 35 rotogravure 


THis WEEK 


N 

| CLEVEL > ws sections including This Week on 
ok PicToni the west coast. This, remember, is 
| The Dallas Morning the exclusive campaign on West- 
imes to the regular estc on Saturday 
== campaigns which include West- 
" ¢ clox electrics! By all odds it’s the 

Chicago Sunday Tribune 
. biggest, hottest, electric clock 
: ows Sales drive in Westclox history! 
THE CINCINNATI ENQUIRER Get aboard. Order Westclox elec- 
| trics from your wholesaler today! 
Westclox, LaSalle-Peru, Ill. Di- 

“a 
Che Seattle Sandan Times vision of General Time Instru- 
ments Corporation. 


R 


THE DEN 


Paul Sunday 
Press 


sk ndlay Fer. wi 
‘Vow, a 


BIG BEN ELECTRIC Self 


starting——Has 2-Voice Chime 
Alar Comes in ivory 
wit ld color 
k Beautitully 
N other 4 

ime e ac 

eptance, t t Big Ben enjoys 
I ode ret at $4.95 


BABY Ben ELECTRIC is also 
( 


scit-st 


Big che 


cK Retail $34.95. 


BIG BEN ELECTRIC ALARM $4.95 BABY BEN ELECTRIC ALARM $3.95 


BACHELOR sclf-s COUNTRY cus electric alarm, 


r. Comes alarn Blu ¢ or ivory finish, plain ivory finish, luminous dial, retails 

handsome color dial, retails at $3.95; ivory finish $3.45 Maroon finish, gold color 

Reta at $4.5¢ with bamnins us dial, retails at $4.95 trim, plain dial, retails at $2.50 
E Makers of Big Ben and his family of spring-wound clocks, electric 
clocks, wrist and pocket watches ... priced from $1.25 to $6.95. 
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MERCHANDISE 


Model: 


Selling Features: 


Models: 


Selling Features: 


BENDIX Home Laundry 


Bendix Home Appliances Inc., 
South Bend, Ind. 


Automatic Deluxe and Stand- 
ard Automatic Bendix Home Laun- 
dry. 

New cabinet design; 
major change is location of time 
control and water temperature con- 
trol to top of cabinet centered in 
rear; washing time is controlled by 
large white plastic dial plainly 
marked; water temperature  con- 
trolled by small lever immediately 
below dial; normal load 9 Ib. dry 
clothes; tub and cylinder which 
rotates within tub are both porce- 
lain enamel; no changes in automatic 
features—once Time Control is set 
it automatically washes clothes, rinses 
them 3 times in clean water, spins 
them damp dry and fluffs them by 
tumbling; Water Temperature control 
is set before washing starts—first 


rinse is in water of same temperature 
as — was done; automatically 
second and third rinses are in warm 
water; sink high, fits into modern 
kitchen, occupies less than 4 ft. floor 
space. Standard Automatic also has 
time and temperature controls on 
top at back, easy to reach; porce- 
lain tub and cylinder; completely 
white; new hardware and control 
knobs. — Electrical Merchandising, 
February, 1941. 


v 


DUCHESS Washers 
Appliance Mfg. Co., 
Gaskill Road, Alliance, O. 


4E, 5E, 7E and 8E 
Model 8E equipped 


with exclusive “Clothes Saver” 


FEBRUARY, 


Models: 30, 50 and 8&6 gal. 


Selling Features: 


Selling Features: 


wringer with pressure control show- 
ing exact and correct pressure set. 
tings for various fabrics; balloon type 
rolls, self-reversing drain plates: 
baked enamel finish on special alloy; 
“Triple Flex” type 4-high-vane agi- 
tator; bronze bearings in agitator 
and on agitator post; direct drive 
mechanism—only 4 moving parts 
double-wall tub with air space for 
retaining heat; white porcelain 
enamel; 8 lb. dry clothes capacity 
automatic drain pump optional ac. 
cessory. 

7E, same as 8E with streamlined 
adjustable pressure wringer. 

5E, has streamlined wringer wit! 
simple adjustable pressure control 
triple vane agitator; 7 lb. white por- 
celain enamel tub; automatic drain 
pump optional. 

E, has pressed steel rigid frame 
wringer with convenient safety re- 
lease; 3 high vane agitator; whit. 
porcelain enamel tub, 7 lb. capacity 


white finish, automatic drain pum; 
optional. 

All models also available with 
Briggs & Stratton 4-cycle 4-hp. gaso- 
line engine —Electrical 
ing, February, 1941. 


UNIVERSAL Water Heaters 


Landers, Frary & Clark, 
New Britain, Conn. 
high boy 


models and 30 gal. table top models 


Cabinets of heavy 
gauge auto body steel with whit 
synthetic enamel finish; black toe- 
space base; panel covering element 
and thermostat compartment easil} 
removed; galvanized tanks; im: ner 
sion type elements placed horizontal! 
in tank; Wilcolator thermost 
mounted in front of tank automatic 
ally turns current on when water 
is cool and off when it is hot; ea 
unit has thermostat; 2-unit heater: 
may be built with demand limiting 
feature which permits but one unt 
to operate at a_ time.—Electri 
Merchandising, February, 1941. 


MIRACLE Flour Sifter 


Miracle Products Inc., 
36 S. State St., Chicago, Ill. 

Model: S-1 flour sifter. 

Operates by butto 
on top of handle; single action e ua’ 
3 separate ordinary siftings—flour 
aerated when passing through slots! 
cone shaped discs, again when tsst 
up from sieve by vibration ad 
third time when flour drops thr ug 
sieve; operates with 1 hand. 

Price: $1 .95.—Electrical Merch 
ig, February, 1941. 
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al alloy; A M P L E 2» = 8 
agitator Just compare this big, oversize Gale ‘“‘Supreme 6” 
- hw (GS658) with any other popularly-priced refrigerator on 
pace for the market! It’s priced to meet the toughest competi- 
sont tion, give you a generous margin, and offers the buyer a 
onal ac: host of features—twin freezers . frozen food storage . 
eamilined meat drawer . dairy basket . twin vegetable crispers . 
i thermometer . vegetable bin . hermetic ‘Mechanical 
control Iceberg’ unit with improved equalizer and revolutionar RS 
g y 
_ ac FLUID COOLED condenser—continuous dissipation of 
] heat without the use of a fan. Silent—no moving parts. 
id frame 
ufety 
r; white 
capacity 
in 
ble with 
hp. gaso- 
rchandis- 


paters 


high boy 
p models 
of heavy 
ith white 
lack toe- 
x element 
ent easily 
immer 
yrizontal! 
thermostat 
automat 
len water 


fter 


by t tto 
tion 
s—flour 3 
igh slots 1 
then 
ion aod 
ps thr 
nd. 
ferch 


N& 


GALE Portable Air Condition- 
ing Units — another profit- 
li 
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Typical of Gale 

extra value is this 

**‘Supreme 6’’ 
(GS658). 


HERE’S WHAT GALE ‘EXTRAS’ 
MEAN TO YOU... 


The extra beauty, economy, and luxury 
of the new Gale models give the buyer 
more for his money. That means more 
sales . . . easier sales for you! 


Step-up selling is logical and easy. Each 
step-up gives the buyer extras he can see 
and want/ And, each step-up gives you 
a bigger margin of profit. 


Every Gale is a profitable model. There 
are no “loss leaders”. No quotas. No 
high pressure. Direct from factory sales 
policy lets you make more. 


Gale builds supremely good refrigerators 
and pays you well to sell them. This year 
the job will be easier and more profitable 
than ever before. Get started right now! 


GALE PRODUCTS 


Refrigeration Division: 
Outboard, Marine & Mfg. Co. : 
GALESBURG, ILLINOTES 


GALE PRODUCTS 
1615 Monmouth Blvd. 
Galesburg, Illinois 


Gentlemen: 


I want to know what the Gale line can offer 
me. Please rush full facts without obligation. 


NAME 
ADDRESS. 
CITY. STATE 
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Selling Features: 


Dei 


Selling Features 


BLACKSTONE Washers 
Blackstone Corp., Jamestown, N. Y. 


Vodels: Blackstone automatic No. 50; 


Wringer model 130 and Spin-Dry 
model 140 
Automatic Model 50, 
washes, blues, rinses, and damp-dries 
automatically; entire mechanism has 
been floated on live rubber mount 
ings; white “Supernamel” finish; 
styled to match modern kitchens. 
Wringer-type 130 equipped with 
automatic timer; new chip-proof mar 
proof plastic finish on “Hydractor” 
capacity 26 gal. or 9 lb. streamlined 
wringer with chrome plated feeding 


shelves and improved safety release; 
“Monosteel” chassis; white “Super- 
namel” finish. Spin-Dry 140, has 
automatic timer; chip-proof plastic 
transfer board and agitator; “Mono- 
steel” chassis; “Vertidrive” mechan- 
ism; “Hydractor” washing action; 
“Gyrospin” dryer of seamless steel 
to prevent snagging of clothes; bon- 
derized metal surfaces; white “Super 
namel” finish; capacity 26 gal. 9 Ib. 

Electrical Merchandising, February, 
1941. ‘ 


SANIDAIRE Humidifier 


U. S. Air Conditioning Corp., 
Northwestern Terminal, 
Minneapolis, Minn. 
ice: Portable humidifier delivers 
air straight up, no drafts 
Washes, cleans, fil 
ters, cools, circulates, humidifies air; 
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positive, centrifugal pump delivers 
constant flow of water to filter mats, 
effecting complete saturation and a 
full supply of water for proper humi- 
dification of dry air; Wagner slow 
speed motor—800 r.p.m.—with special 
type wool packed bronze sleeve bear- 
ing, non-radio interfering ; centrifugal 
type aluminum fan delivers needed 
volume of humidified air; water reser- 
voir is in casing; signal light indi- 
cates when Sanidaire is in operation; 
streamlined cabinet of automobile 
steel, bonderized and finished with 3 
coats of walnut grain enamel; chrom- 
ium trimmed; 164 in. high, 16 in. 
wide, 104 in. deep.—Electrical Mer- 
chandising, February, 1941. 


v 


REX Cleaner 


Reliable Vacuum Cleaner Co., 
158 W. 23rd St., New York City 


Model: Rex tank cleaner. 
Selling Features: New type nozzle 


loosens surface litter; slides under 
low furniture; tools include 7 ft. 
flexible hose; 2 lengths of light 
weight wand; floor nozzle: soft round 
brush; 8-in. floor brush; 6-in. up- 
holstery nozzle; special blower tool. 


Price: Complete with tools, $49.50.— 


Electrical Merchandising, February, 
1941. 


FAIRBANKS-MORSE Washer 


Fairbanks, Morse & Co., Dealer Div., 
600 S. Michigan Ave., Chicago, Ill. 


Model: De Luxe washer with “Ther- 


mos Bottle” tub. 

Selling Features: Sealed air cham- 
ber between outer jacket and inner 
tub gives heat-retaining character- 
istics of a thermos bottle; automatic 
control stops machine at end of pre- 
set Aegan. period, outside jacket pro- 
tects porcelain tub from damage.— 


Ele trical Merchandising, February, 
1941, 


v 


CORRECTION 


The De Jong Sales Co. Inc., address 


given for Zippy Juicer in the January 
issue was listed erroneously. It should 
be 324 Fifth St., San Francisco, Calif. 


Selling Features: 


WIZARDAIRE Conditioners 


Certified Products Co., 
2014 N. 14th St., Toledo, O. 


Models: Three window-type, plug-in 


Hermetic Wizardaire conditioners, 
S-31, C-31, and C-51. 

All models equipped 
with hermetically sealed motor-com- 
pressor units; S-31 and C-31 (4 hp.) 
provide 4100 B.t.u. per hr. cooling 
capacity, equivalent to 683 Ib. ice 
melting in 24 hr. C-51 (4 hp), 5350 
B.t.u. capacity or 892 lb. melting ice. 
S-31, Standard model, designed for 
summer cooling; all outside air in- 
troduced for ventilation is filtered. 
C-31 and C-51, De Luxe models, are 
usable year ’round; fan motor alone 
may be operated to obtain adjustable 
amounts of ventilation; recirculated 
and ventilated air efficiently filtered. 
All steel cabinets, baked enamel fin- 
ish; quickly installed—no plumbing. 


Price:  S-31, $139.50; C-31, $159.50; 


C-51, $199.50.—Electrical Merchan- 
dising, February, 1941. 


KROMASTER Broiler 


Lehman Bros. Silverware Corp., 
197 Grand St., N. Y. C. 


Model: American Beauty, Quick-way 


Broil-Cooker. 


Selling Features: Broils, frys, bakes, 


cooks, roasts, toasts; chromium 
plated brass; removable aluminum 
drip pan and wire grill; high heat 
1000 low heat 300 watts; 110-115 
volts, a.c. or d.c.; 13} in. diam. wal- 
nut handles and feet. 


Price: $9.98.—Electrical Merchandis- 


ing, February, 1941. 


v 


CALROD Replacement Units 


Edison G. E. Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Device: 1941 Range Replacement units. 
Selling Features: 1941 units fit more 


firmly into cooking top; terminal 
blocks beveled on bottom for easy 


FEBRUARY, 1941—ELECTRICAL MERCHANDISING 


EXPORT BUSINESS 


The Bureau of Foreign § and| 
Domestic Commerce will be glad 
to cooperate with manufacturers of 
new products to assist them in intro- 
ducing these products in other 
countries. Any who may be interested 
in this service should submit his 
request to the ELECTRICAL 
DIVISION of the Bureau in Wash- 
ington or the nearest Field Office 


| 


— 


removal of drip tray; coils have bee; 
raised # of an inch higher above 
cooking top and opening in aluminu 
reflector pan has been increased t 
2 in. diam. 

Prices: Utility size reduced from $7 t 
$5.95; Giant size reduced from $9 
$7.95.—Electrical Merchandising, Feb. 
ruary, 1941. 


G-E Dryer 
General Electric Co., Appliance and Mdse 
Dept., Bridgeport, Conn. 
Device: AD-4, G-E tumbler dryer for 
ordinary wiring. 
Selling Features: Slightly smaller tha: 


model AD-3; 5 Ib. dry clothes ca 
pacity; 1600 watts; dries clothes in- 
doors in compact cabinet by con 
stant movement through clean warn 
air; cylinder within cabinet turns 
slowly at 50 r.p.m.; clothes are dried 
soft and fluffy; damp-dried ready 
for ironing in about 60 min.; 36 1 
high, 29 in. wide; 233 in. from front 
to back including handle; white bake 
enamel finish; cover seals porthole 
4 hp. “cushioned power” motor. 
Price: $99.95.—Electrical Merchar- 


dising, February, 1941. 


AEROLUX Lites 


Aerolux Light Corp., 653 Eleventh Ave. 
New York City 


Device: Sealed within electric bulb 
instead of regular filament, are em 
bossed replicas of flowers, fairy talt 
figures, popular animals and com! 
page characters ; operating on a prin 
ciple of electronic ionization of rat 
air, these figures fluoresce to a soi! 
irridescent glow when current ! 
turned on; may be used for wa 
corner or table decoration, or as 4 
night light; tubular or round bulb 
available; for standard sockets or 10° 
use with Aerolux bases; a.c. or d 
100-120 volts; Twin Light with «fina 
base and eggshell shade illustrate¢ 
also tubular bulb.—Electrical 
andising, February, 1941. 
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Hill 


$9.95 


RETAIL 
10-INCH OSCILLATING 


An ultra-mod- 
ern, sturdy, quiet, 
RaM quality fan 
—atan amazing 
price. To show it 
is to sell it! 


NEW R&M 
FAN CATALOG 


Pictures and describes the com- 
plete R & M line—DeLuxe Fans, 
Heavy-Duty Commercial Fans, 
Air Circulators, Ceiling Fans, Port- 
able Home Coolers, Attic and 
Exhaust Fans. A “must” for every 
fan dealer. Write for copy today. 


BANNER 
FANS 


The Price-Beauty-Quality 
Sensation of 194] 


The greatest new-business opportunity ever 
presented to fan dealers opens up with the ar- 
rival of the R & M Banner line. Never before 
have fans of such modern streamlined beauty, 
and such built-in R & M quality, been offered 


at such prices. 


Think of it! A 12-inch, 2-speed oscillating 
Banner for $17.95. A 10-inch oscillator (pic- 
tured) for $9.95. An 8-inch beauty, non-oscil- 
lating, for $3.95. And check the construction. 
Powerful oversize R & M motors; fully enclosed 
mechanism; precision-built gears and bearings; 
modern die-cast base, motor body, and enclo- 
sure; broad, quiet, vibration-free blades; stun- 
ning streamlined design and rich brown finish. 
... Watch these fans sell! 


Check the entire R & M line now. Finer and 
more complete than ever, it meets every need of 
home, office, store, and factory. See your dis- 
tributor at once—and write for new R «& M 


Fan Catalog today. 


ROBBINS « MYERS: Inc. 


SPRINGFIELD, OHIO ° FOUNDED 1878 
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HOW MUCH DOES 
BROILKING HOLD? 


@ Look 


what you can 


get into a 
BROILKING! 


BROILKING “ARISTOCRAT” has % more broiling 
area (125 sq. in.) than the average round broiler, but 
roominess is only one of the host of features that make 
BROILKING America’s outstanding small appliance. 
BROILKING has UNDERWRITERS’ LABORATORIES 
approval and certification by ELECTRICAL TESTING 
LABORATORY —plus advanced design and quality sell- 
ing features. From coast to coast dealers are re-ordering 
steadily—and the market is still a million miles from 
saturation. Cut yourself a big slice of profits being made. 
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2 CHICKENS — Plenty of 
room for two young broil- 
ing chickens(2-3lbs.each ). 
Slow, low heat sears skin 
to golden brown, seals in 
juices. Enamel drip pan. 


AND MANY OTHER 
FEATURES MEAN 


The first step is to get all the facts. 
Write today for the BROILKING PROFIT STORY! 


INTERNATIONAL APPLIANCE CORPORATION 


1033 Metropolitan Avenue, Brooklyn, N. Y. 


AMERICA’S FINEST ELECTRIC TOE BROILER 


NEW MERCHANDISE} 


BLACKSTONE Ironer 

Blackstone Corp., Jamestown, N. Y. 

Model: Portable ironer No. 80. 

Selling Features: Equipped with full 
size 6x22 in. open-end roll; chrome 
finish shoe; precision-built mechan- 
ism ; selective temperature thermostat ; 
single centralized automatic finger-tip 
control; “Monosteel” welded chassis 
with rounded corners and non-mar- 
ring rubber cushion; white “Super- 
namel” finish.—Electrical Merchandis- 
ing, February, 1941. 


CHROMALOX Hot Plate 


Edwin L. Wiegand Co., 7500 
Thomas Blvd., Pittsburgh, Pa. 


Device: Laboratory hot plate type 
ROPH. 

Selling Features: Supplied for 120 or 
240 volts, capacities from 660 to 2000 
watts inclusive; non-warping, special 
alloy top plate giving uniform tem- 
peratures; baffles provide cool opera- 
tion of switch and understructure; 
molded plastic feet—Electrical Mer- 
chandising, February, 1941. 


< 


G-E Washers 


General Electric Co., 
Appliance & Mdse Dept., 
Bridgeport, Conn. 


Models: Four wringer-type and 2 
spinner-type washers. 

Selling Features: Fresh styling, new 
massive wringer a deep skirt, steel- 
cut gears; a new waist-high activator 
control; sediment drain channels in 
tub; finger-tip control pump; Poly- 
merin finish; and the new G-E 1-con- 
trol wringer operates readily to re- 
lease pressure and stop rolls—may be 
pushed or pulled to operate rolls; 3 
adjustments for wringing cottons, 
woolens and linens; red control han- 


dle; 8-positions; automatic drain 


— 


flume. AW-321, 8 Ib. capacity, | 
control wringer; tub has curved-ip 
lip, satin-finished drainboards, chap. 
neled drain, auto-type activator cor 
trol; white finish with chrome bané 

AW-121, 6 lb. capacity, stream 
lined 1-control wringer; new acti 
vator control. 

AW-421 has full skirted design, | 
control wringer; 10 lb. capacity. 

AWS-16P, price leader, 6 lb. ¢. 
pacity, activator washing action, per 
madrive mechanism, bullet shaped ty 
Lovell wringer with target safety r 
lease, full reset lever. 

Prices: AW-321, $69.95; AW-12, 
$59.95; AW-421, $79.95; AWS-16 
$49.95. Newly-designed friction-typ 
impeller pump which is spring 
mounted available in each classifica. 
tion at $10 additional—Electrica 
Merchandising, February, 1941. 
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DELCO Fans 


Delco Appliance Div. General Motors, 
Rochester, N. Y. 


» Device: Three new desk fans for hom 


or office added to Delco Northeaster 
line. 

Selling Features: Eight in. non-oscil 
lating; 10 in., 1-speed, oscillating an 
12 in., 2-speed, oscillating model; a 
fans streamlined; finished in statuar 
bronze; semi-wide blades; Udylit 
guards. — Electrical Merchandisin 
February, 1941. 


v 


WINPOWER Plants 
Wind Power Mfg. Co., Newton, lowa 
Device: New “Power Ring” for Wit 
power plant and a new line of ga 
engine power plants 
Selling Features: Power Ring, whici 
is a radically new aerodynamic desig 
gives “all weather” protection 
working parts for governor and hub 
new 1941 Winpower plant also incor 
porates several other features inclué 
ing Timken bearings and a mort 
sturdily-built, freer turning turn-tabl 
A complete new line of gas-electr 
power and light plants, from 6 to ll 
volts, 200 to 2000 watts, a.c. or 
for farms, boats, camps, etc. 39 
watt Winpower will run 6 to 8 ft. 
on 1 gal. gasoline, lighting 10 to } 
25-watt bulbs.—Electrical Merchar 
dising, February, 1941. 


v 


Correction 


Knapp-Monarch Co. address we 
listed wrong in the item describing the 
Circl-Air Heater, January. It show! 
be Knapp-Monarch Co., St. Louis, Me 
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for hom Deepfreeze has barrel of sub-zero freezing amc storage capacity—18 | 
ortheaste inches diameter by 30 inches deep (el) actual primary freezing spacc) 
appliance dealers with the vision to see and the spark -—ample room. for hihd quartcr of meat, assorted institutional size 
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~*~ Deepfreeze Division Motor Products Corporation 


2303 Davis Street, Dept. 20-EM, North Chicago, Illinois 


a booklet: “Today’s unity for Appliance ” 


Louis, M 
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 Deeptreeze 


Philco Distributors, Inc., in New York City, put on this big show to introduce 1941 
refrigerators to metropolitan New York dealers. Larry Gubb, Philco president, 
} on platform. 


Some Shots From The National Convention 
And The New York Distributors Meeting 


, Here, left to right, are Joseph H. Burke of J. H. Burke John F. Gilligan, manager of the Specialty Division (left) William R. Wilson, controller of the Philco 
Co., Boston, Mass.; Larry Hardy, manager of Philco enjoys a joke of James M. Skinner, Jr. (center) manager Corporation (left) with Harry Matthews, 
Compact sales; Al Simons of Philco Distributors, Provi- of the Tube Division. Howard McDaniel, secretary of the vice president of Commercial Credit and 
dence and T. O'Donnell, of Philco Distributors, Chicago. company doesn't seem to think much of it. Peter Kain, manager Atlantic Division 
1. H. “Jimmy” Carmine, assistant John F. Gilligan, manager of Philco's Henry Swanton of Philco Wholesal- And here's another prize award: 
4 ales manager and Thomas A. Ken- Specialty Division, is on the receiv- ers in Portland, Me., gets a Hi- Cliff Bettinger, left, Pacific Coast 
rally general sales manager of ing end of one of Harry Boyd Hatter district representative award manager, hands a plaque to Jack tior 
*hilco, leave the Edegwater Beach Brown's famous stories. from Tom Kennally. Severston, Philco, Washington. SO 
for a stroll. Wi 
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PEOPLE + PRODUCTS - PLANS 


Electrical Merchandising Review of the Month 


February, 194] 


OIL BURNER MEN 
LOOK TO PHILLY 


OB! Exhibit Opens March 17 


NEW YORK—Convention sessions of 
unusual interest and importance are an- 
nounced by Oil Burner Institute in con- 
nection with the National Oil Burner 
Progress Exhibition and Convention to 
be held in Philadelphia March 
Prominent and authoritative speakers 
will be heard. The Institute will be the 
host at a breakfast on the morning of 
Thursday, March 20, 
Merchandising Session. 
Two convention sessions will be held. 
The Engineering session 
Wednesday morning at the 
Franklin Hotel, will have as its chair- 
man, Ross M. Sherman, president of 
Silent Glow Oil Burner Corporation and 
hairman of the OBI Standards Com- 
mittee and the previous Industry Com- 
mittee which formulated the recently 
promulgated commercial standards. 
While standards and tests will be fully 
reated by speakers at this session, other 
engineering subjects will be discussed, 
ncluding an important paper on “Chim- 
eys” which will be given by W. O. 
Lum, consulting engineer, 
ng and Commercial 
artment of General 


Benjamin 


Refrigeration De- 
Electric Company. 
R. K. Thulman, mechanical engineer 
vith the Technical Division of Federal 
Housing Administration will speak on 
the commercial standard from the stand- 
point of FHA requirements. R. S. Dill, 
mechanical engineer of U. S. Department 
i Commerce, National Bureau of Stand- 
ards will speak on the bureau’s heating 
equipment tests. C. R. Welborn, secre- 
tary of Underwriters’ Laboratories will 
speak on the laboratory facilities and 
methods in connection with commercial 
standards. 


Merchandising Session 


The Merchandising Session on Thurs- 
day, March 20, will be preceded by a 
breakfast at which Oil Burner Institute 
will be host. Chairman of the session 
will be C. E. Lewis, general sales man- 
ager, Delco 
Motors Sales Corporation. 

, Various important sales subjects will 
be discussed in addresses by W. A. 


Matheson, assistant to president, Wil- 
QOil-O-Matic Heating Corpora- 
ton; F. W. Lovejoy, sales executive, 


Socony-Vacuum Oil Company, and J. E. 
Winters, Sales Promotion Assistant, Oil 
Burner Department of Standard Oil 
Lompany of New Jersey. 

“With the National Oil Burner Prog- 
ress Exhibition to be held at Philadel- 
pata March 17-22 ‘over the top’ with 
already a record number of exhibitors 
and more space sold than at any other 
OBI show, the Directors and Executive 
Lommittee of OBI have been quietly 


17-22. | 


| 


preceding the | 


scheduled for | 


Air Condition- | 


Appliance Division, General 


working to make the OBI Annual Con- | 


‘ention sessions outstanding,” said Ray 
G \ hipple, president of Oil Burner In- 
stitute, in announcing these sessions. 
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BUFFALO UTILITY 


MERCHANDISING; 


QUITS APPLIANCE 
DEALERS DO JOB 


Water Heaters Only To Be Promoted 


Merrill E. Skinner, vice presi- 
dent of the Buffalo Niagara 
Electric Corporation. 


BUFFALO, N. Y.—Because retailers of 
electrical appliances in Western New 
York have been maintaining an outstand- 
ing selling record, the Buffalo Niagara 
Electric Corporation is withdrawing en- 
tirely from the electrical appliance 
merchandising field, it was announced 
here by Merrill E. Skinner, vice presi- 
dent of the Buffalo Niagara Electric 
Corporation and president of the Electric 
Association of the Niagara Frontier. 
Under the new selling program, the 


| power company will discontinue the 
direct sale for company account of all 
electrical merchandise except water 
heaters and substitute a co-operative sales 
program whereby company salesrooms 
will display and sell for dealers’ account 
merchandise placed there by distributors 
and dealers. 

This is in line with a trend in evidence 
at the power company for several years. 
During the past year the power com- 
pany discontinued several outlying 
merchandise stores in the Buffalo area 
and gradually has been getting out of 
active appliance selling. 

During 1940, persons wishing to buy 
electrical appliances from the power 
company had to come directly to the 


Electric Building in downtown Buffalo 
where extensive floor displays of the 
larger appliances are maintained. Such 


appliances as ranges, lamps, roasters and 
water heaters were sold from this floor 
by power company salesmen. 

Sut these salesmen are now no longer 
in the company employ. Instead, a small 
force is maintained by the power com- 
pany merely to demonstrate appliances 
on the floor. Actual sales of these ap- 
pliances will be made through the dealers’ 
accounts. 

This new plan is entirely satisfactory 

| to the power company, the dealer and 
the consumer. For the power company’s 
primary interest in electrical appliance 
promotion is in the load building angle. 


Edwina Nolan, director of home service for General Electric, demonstrates an 
electric range for the benefit of Margaret Mellon, a hostess with the Chicago and 


Southern air lines and ‘Miss American Aviation." 


1941 


Looks pretty tasty. 


| to enjoy the 


| dealers neither have the money 


The power company, up until 1933, sold 
virtually every type of electrical appli- 
ance. In 1933, it went out of the appli- 
ance field entirely because it felt at that 
time the dealer was able to carry the 
load himself. 

Then in 1935 the power company de- 
cided it was necessary to put additional 
pressure on ranges and water heaters— 
the two major load builders—and dur- 
ing the past five years has been active in 
the selling of major 

But so well have Western New York 
dealers been doing their selling job in 
recent years that the power company 
gradually has been removing itself from 
the selling field again. Under the new 
setup it will continue its advertising and 
promotion of appliances on just as active 
a level but it will be done over a broader 
field without reference to the selling of 
these appliances. 

Thus, if the power company conducts 
a range campaign, it will stress the ad- 
vantages of electric cookery and refer 
readers of the advertisements to dealers 
in the community whom they can con- 
tact. 


Dealers Well Pleased 


The dealers are well pleased with the 
new program. In the first place, it turns 
over to them sales which have been made 
by the power company and which ordi- 
narily constitute a fairly high percentage 
of the total in any electrical appliance 
campaign. 

At the same time, the dealers continue 
benefits of power company 
promotion without any cost to themselves. 
It is this promotion which is the back- 
bone of special appliance drives since the 
nor the 
facilities for a widespread advertising 
program such as that sponsored by the 
power company. 

It was pointed out that the new setup 
in Buffalo will be similar to the one in 
Niagara Falls where the power company 
has never had to enter the selling field 
because dealers have always had the 
situation well in hand in the Power 
City where electric rates are exceedingly 
low and ranges are the rule rather than 


| the exception. 


Under the new program, wiring allow- 
ances on electrical installations also are 
discontinued. 

In explaining the new sales operation, 
Mr. Skinner said: “We believe that our 


| curtailment of certain sales promotional 
| activities at this time is indicated by the 


outstanding selling 


record now being 
maintained by 


retailers and distributors 
of electrical appliances and that our 
broader, more general promotion will 
stimulate further increased selling on the 
part of individual dealers.” 


W. N. Albertson Dead 
MILWAUKEE—Walter N. 


president of the Albertson Electric Com- 
pany, Milwaukee, died Jan. 3 at his home. 
He formerly headed up several utilities. 


Albertson, 
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NORTHWEST E. L. & P. A. 
MEETING MARCH 27-29 


PORTLAND, O.—The annual 
meeting of the Business Development 
Section, Northwest Electric Light & 


Power Assn., is to be 
Spokane, Wash.. 
28 and 29, 1941, according 
ment by Daryl B 
Power & Light Co., 


The meeting this 


Daven- 
March 27, 
to announce- 

Leonard, Pacific 
Yakima, chairman. 
year will follow the 


held at the 


pattern of recent years’ meetings with a 
general session to open it Thursday 
morning, and to close it Saturday morn- 
ng. The intervening sessions on Thurs- 
day afternoon and all day Friday will 


be devoted to separate conferences of the 


following Bureaus and committees with 
airmen as indicated: Residential Sales 
Bureau, D. J. McGonigle, The Montana 
Power ( hairman, which will hold 
two committe onterences—one on 
Home Modernization 1 r the chair 
manship of Frank Tool, Washington 
Water Power Co., and Home Service 
mder W. A. Huckins, Utah Power & 
Light Co.; Commercial & Industrial 
Sales Bureau, A. H. Greiss¢ r, Portland 
General Slectric Co., ¢ hairman ; Rural 
Sales Bur eau, Ben W. Faber, Portland 
General Electric Co., chairman: and 
\dvertising Bureau, J. ent Leach 


Puget Sound Power & Light Co., chair- 


Ed Jacobs, Gibson divisional manager, 
and Ed Carlson, National Mill Supply 
Co., Gibson distributor in Ft. Wayne, 
Indiana, get together at National Mills’ 
recent meeting for dealers and shook 
hands on the prospects for a big in- 
crease in Gibson business in 1941. 


PORCELAIN ENAMEL 
LABEL A SUCCESS 


An instant success without parallel in 
the history of the kitchen furniture field 
has been scored by the “First Quality” 
label of the Porcelain Enamel Institute 
which was introduced in October 1940, 
according to Charles S. Pearce, man- 
aging director of the Institute. 

The label is now appearing on more 
than 80% of the porcelain enamel table 
tops on kitchen tables and_ cabinets, 


breakfast and dinette sets manufactured 


in this country. It guarantees that the 
manufacturer has contormed to the Por- 
celtain Enamel Institute’s specifications 
in producing the table top, and further 
guarantees that the top will pass stand- 
ard tests for resistance to heat, acids, 
and the chemical action of foods and 


cleaning agents. 


Featured by Exhibitors 


success of 
Chicago 


“Real confirmation of the 
the new label was given at the 


winter market,” Mr. Pearce said. “Not 
only did the table tops on kitchen fur- 
niture exhibited bear the label, but 
more than 75% of the exhibitors fea- 
tured big blow-ups of the label used on 
porcelain enamel, which were furnished 


to exhibitors by table top manufacturers.” 
\ canvass of exhibitors at the Chicago 


market indicated that the action of the 
exhibitors in giving space to feature the 
label had proved popular with buyers. 
\ large proportion of the buyers were 
familiar with the label at the time of 
their visit to the market, and in many 
cases commented on the label before 
it was brought into discussion by the 


salesmen. 
Information Program 


Since October the Institute has been 
conducting a program of information to 
buyers about the “First Quality” label, 
stressing its value as a help in selling 
better quality porcelain enamel tops and 
consequently better qualitv kitchen and 
dinette furniture. 

Ve like to feel, of course, that our 
program has been successful,” Mr. Pearce 
said, “and we believe a substantial part 
of its success can be attributed to the 
real demand in the kitchen furniture 
field for a standard of value such as the 
‘First Quality’ label affords. 

“As we have pointed out to buyers, 
the label constitutes the strongest table 
top guarantee ever made in this field. 
Further, it offers for the first time a def- 
inite uniform means of identifying por- 
celain enamel and enables a buyer to give 
assurance to his store’s customers that 
the table top will give a lifetime of 
service under normal household condi- 
tions without losing its ‘brand new’ ap- 
pearance, 


“The Porcelain Enamel Institute has 
been widely complimented by nationally 
known home economists and women’s 


editors on having set up this single stand- 


ard of value for porcelain enamel table 
ove. The ‘First Quality’ label seems to 
be in line with the general trend toward 


more complete information to consumers, 
and to more effective guarantees of 
quality.” 


And this is the Nationa! Mill Supply Co. gang at their Fort Wayne meeting 
when they saw the Gibson line for 1941 and heard the merchandising story. 
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ARTHUR ALLEN NEW CHAIRMAN 
OF LANDERS, FRARY & CLARK; 
WHITE ELECTED PRESIDENT 


Bret Neece, General Sales Manager, Made a Director 


Arthur E. Allen, newly elected 
chairman of Universal 


NEW BRITAIN, CONN.—Arthur E. 
Allen, former vice president of the West- 
inghouse Electric and Manufacturing 
Company, was elected chairman of the 
board of Landers, Frary & Clark, manu- 
facturers of Universal household appli- 
ances at a Directors meeting in New 
Britain, Conn. recently. Richard L. 
White, treasurer of the Company was 
elected president. Bret C. Neece, vice 
president and general sales manager was 
elected a director. 

Mr. Allen is well-known for his out- 
standing service with Westinghouse in 
charge of merchandising. Mr. White, the 
new president, is one of the outstanding 
younger figures in the household appli- 
ance manufacturing field. The election 
of Messrs. White and Neece to their 
new, important posts emphasizes the im- 
portance being placed upon the selection 
of younger men of proved ability to hold 
important executive positions within the 
Company. 

Arthur E. Allen, born in Toronto, 
Canada, entered the employ of the West- 
inghouse Electric and Manufacturing 
Company in 1902, rising in various posi- 
tions in manufacturing, managing and 
selling until 1917 when he answered the 
call to serve with the R.A.F. in World 
War I. 

He returned to the Company in 1919 
as assistant sales manager serving in this 
position until 1925 when he became a vice 


president of the Westinghouse Lamp 
Company. remaining in that capacity 
until 1933. At that time, he returned to 
the parent company as vice president 


where he remained until he 
retire in 1938. A year later he became a 
director of Landers, Frary & Clark 
where he has since taken an active part 
in a consulting capacity in all phases of 
its operations. 


resigned to 


Richard L. White, new presi- 
dent of Universal 


Richard L. White, the new president 
was born in 1898 in New Britain, Conn. 
Mr. White entered Harvard University 


FEBRUARY, 


in 1916, and after two years of colleg 
he enlisted with the 
Ambulance Corps and was assigned ¢ 


duties with the Italian Army in 4] 
Italian Alps. Later Mr. White join 
the American Army. After the War, 


returned to Harvard and graduated 
honors in 1920. 

He immediately entered the 
manufacturing field as an accountant wit 
the Western Electric Company in C 
cago. In 1922, he was transferred to t 
Eastern Division with headquarters 
New York. 

In June, 1923, he joined Landers 
Frary & Clark in charge of manufa 
turing and sales for the Stanley Vacuun 
Bottle Division. In this capacity, 
gained valuable experience in moder 
manufacturing methods. 

In 1927, he was made assistant treas 
urer of Landers, Frary & Clark and 
the following year was appointed treas 
rer. In addition to this office, he als 
held the important position of 
sales manager and supervised the man 
facture of cutlery. In 1934, he became 
director of the Company. 


Bret C. Neece, general sales 


manager is a new Universal 


director 


Bret C. Neece, vice president and ge 
eral sales manager was made a direct 
Bret who is widely known 
the appliance industry by 
“Flight Neece” 


of business, was born in Macomb, Illi 
nois in 1902. He entered Lombard Co! 
lege in 1919 and graduated in 1923 lea 
ing behind an unusual record of scholas 
tic and athletic achievement. Short! 
after graduation, he entered the emp! 
of Landers, Frary & Clark in a sale 
capacity in the Mid-Western Divisio: 
and in a few years was made sales mai 
ager of the Vacuum Cleaner Divisio 
He held this position until 1932 when ! 
became sales manager of all major app! 
ances. In this capacity, he supervis 
the sales of ranges, washers and vacuum 
cleaners. 

In 1938, he became vice president an 
assistant to the late A. G. Kimball 
the promotion of all Universal merchar 


dise, and in 1939 was made general sale: 


manager. 


Graybar Announces Branch 
in Des Moines 


DES MOINES, IA. — 
Electric Company has opened 
Moines, Iowa, bringing the national tota 
number 
six. 


Mr. J. P. Lawton has been apponte? 
office ant 


Moines 
_assistant, Mr. | 
Service Supervisor. 


Manager of the Des 
will have as his 
Williamson, 
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JACK NORTH STARTS 
IsTH YEAR AS LEAGUE 
HEAD 


OHIO—The electrical 
will be interested in the news 
f J. E. (Jack) North’s election as 
president of the Electrical League of 
Cleveland for his 18th consecutive term. 
Named at a meeting of the League's 
Board of Directors on January 13, North 
is starting his 22nd year as an officer 
ff the League, having served two years 
as treasurer and one year as vice- 
president previous to becoming president. 


CLEVELAND, 


industry 


J. E. “Jack” North, president 
of the Electrical League of 
Cleveland 


Two new vice-presidents, H. H. Ken- 
nedy of Frigidaire Corporation ‘and 
James A. Foukal, Sterling & Welch 


Company, were chosen, 
ficers were re-elected. 
Hutchisson, treasurer, 
Jones, secretary. 


and two other 
They are Harry 
and Ralph H. 


Board of Directors 


In addition to North, the Board of 
Directors is made up of: W. W. Adams, 
Westinghouse Electric Supply Co.; John 

3ohning, Geo. Worthington Co.; Har- 
rison T. Coe, Higbee Co.; William S. 


Fell, Enterprise Electric Lighting Fix- 
tures, Inc.; James A. Foukal, Sterling 
& Welch; Homer G. Frank, Strong, 
Carlisle & Hammond Co.; Carl E. Frue- 
auf, Fruehauf Hardware Co.; A. F. 
Head, General Electric Supply Corp.; 
. G. Hickling, Westinghouse Electric 
& Mfg. Co.; F. J. Hopperton, Elliott 
Electric Co.; H. H. Kennedy, Frigidaire 


Corp.; F. R. Maguire, W. Bingham Co.; 

H. L. Martien, Martien Electric Co.; G. 

E. Miller, Cleveland Electric Illuminating 

lo.; A. L. Perry, Graybar Electric Co.; 

Schuele, Jr., Fries & Schuele Co. ; 
. Whitney, General Electric Co. 


UTILITY MEN ATTEND 
G. E. CONFERENCES 


NEW YORK—Approximaely 800 elec- 
tric utility executives and representatives 
of the manufacturing, electrical league, 
industry association, and trade press 
groups, attending the 13th annual central 
station sales conference in two cities, 
sponsored by the General Electric Com- 
pany, heard repeated pleas for the recog- 
nition of pioneer electrical services and 
a better understanding by the public of 
constructive business functions as a bul- 
wark against a post-war let-down. The 
meeting, which in the past has been held 
only in one place, was this year a “dou- 
ble feature” presentation taking place 
for the eastern group at the G-E Insti- 
tute in Bridgeport, Conn., on January 
2-3, and for the western group on Jan- 
uary 10-1] at the Stevens Hotel, Chicago. 
The move was made necessary by the 
large number of those desiring to attend, 
taxing the Bridgeport facilities. With a 
few exceptions the same two-day pro- 
gram was presented in both cities. 


Highlights of the eastern meeting were 
addresses by Philip D. Reed, chairman of 
the G-E board of directors, and by 
Pierre van Paassen, noted corresporident 


and author of “Days of Our Years”. 


Water System Campaigns 
Described in New Manual 
NEW YORK—Twenty successful elec- 


tric water system promotions held by 
utility companies in all parts of the 
United States are described in a new 
manual compiled by the Farm Sales 
Committee of the Edison Electric Insti- 
tute. 

“There have been constant 
among rural service men, dealers, dis- 
tributors and manufacturers for promo- 
tional ideas to forward running water 
in rural areas,” says Coffin, 
chairman of the Committee. "heaven 
engaged in the manufacture, sale or pro- 
motion of such equipment is anxious to 
adopt the methods which have proved 
successful.” 


inquiries 


20 Campaigns Described 
The manual describes each of the 
twenty campaigns in detail, including 
the type of territory served, the sales 
department organizations and dealer co- 
operation plans, etc., as used by each 
company. Information on promotional 
procedure and the results obtained is also 
given. Typical advertising, direct mail 
pieces and booklets are reprinted, to as- 
sure that the manual will present a com- 
plete picture of these campaigns. 


Utilities have found that only in the 
rarest instances is the water system a 


That's R. F. Lincoln of the Boston Edison Company at the head of the table 
being serenaded at the General Electric utility conference at Bridgeport. Left to 


right: C. A. Tattersall, 


Niagara-Hudson; 


Walter Burke, vice-president, Ebasco 


Services, Inc.; Mr. Lincoln; C. E. Wilson, G-E president; E. F. Jeffe, vice-president, 
Consolidated Edison of NY; H. P. J. Steinmetz, vice-president, P. S. of New 
Jersey and C. E. Greenwood, commercial director, Edison Electric Institute. 


Carl Snyder, assistant manager of 
G-E's appliance department and 
Austin Monty, sales manager of 
Philadelphia Electric Co. 


Alton Littlefield of Central Maine Power 
Co., Augusta, shakes hands with Jack 
Poteat, G-E range sales manager. 
Hopley, N. H. Gas & Electric, in back. 


single sale. Usually it is just the be- 
ginning of a series of profitable sales of 
water heaters, milk coolers, sprinklers 
and additional equipment. This new 
manual is expected, by its wealth of sug- 
gestions and ideas, to stimulate more in- 
tensive water system activity. 

Copies of the manual, which is en- 
titled “Electric Water Systems Promo- 
tion of 20 Electric Light and Power 
Companies,” may be obtained at twenty- 
five cents a copy from Edison Electric 
Institute, 420 Lexington Avenue, N.Y.C. 


The Adequate Wiring Bureau Looks Back Over 1940 


Here is the annual dinner of the National Adequate Wiring Bureau held at the Ambassador Hotel in New York City. 


Progress during 1940 from various sections of the country were reported. 
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Buffalo Survey Shows 
Electric Range Preference 


BUFFALO, N. Y.—A _ definite trend 
toward electric cookery in the Buffalo 
area is shown in a recent public survey 


conducted by the Buffalo Niagara Elec- 
tric Corporation. The survey showed 
that while the percentage of electric 
range owners is relatively small at this 
time, future buying plans of housewives 
point definitely in the direction of the 
electric range in preference to other types 
of cooking mediums. 

The survey consisted of a house-to- 
house canvas of 3815 families in Buffalo 
and 295 families in suburban Kenmore. 
Calls were made on people in five dif- 


ferent wage groups. In answer to the 
question “What kind of a range do you 
cook on now?”, they answered as fol- 
lows: 
Gas 77.2% 
Gas-coal combined 12.9% 
Electric 7.9%, 
Coal 1.6% 
Other 0.4% 
3ut here’s the way they answer the 
question “What kind of a range will 
you buy next time?” 
Gas * 56.7% 
Electric 21.2% 
Gas-coal combined 9.4% 
Coal 0.4%, 
Other 0.8%, 
Don't know 11.5%, 
It is clearly seen how far electric 
range preference has jumped compared 


with present ownership with gas ranges 
absorbing most of decline in other 
types of cookery. 
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porcelain enamel 


_™ porcelain enamel on your handsome 
and efficient ranges is too often taken for 
granted. Salespeople will sell more ranges, 
quicker, when they utilize the convincing 
talking-points of this most durable of all 
finishes. 

Porcelain enamel is a glass-like substance 
fused toa special kind of iron Cin many cases 
Armco Ingot Iron) at about 1550°F. It is 
remarkably long-wearing. It is glossy smooth 
and easy to clean and keep clean. It is san- 
itary. And porcelain enamel is so hard that 
even a knife cannot easily scratch its china- 
like surface. It is not affected by heat and 
food acids do not stain it. 


Another important sale-mover is the 
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famous Armco trademark — advertised 
nationally for 27 years. This metal was orig- 
inally developed for fine porcelain enamel- 
ing and has been used for this exacting 
purpose more than any other metal. 

Sell the fine qualities of porcelain enamel, 
from the Armco Ingot Iron base to the 
gleaming surface. When ordering ranges 
made of Armco Ingot Iron, ask the manu- 
facturer to attach this familiar label, so you 
can point it out to your customers. The 
American Rolling Mill Com- 
pany, 510 Curtis Street, Mid- 
dletown, Ohio. 


FEBRUARY, 


First Exclusive lroner Store 
Opens in St. Louis 


Because she was sold on the possibili- 
ties of the future of the ironer, Mrs, 
Cecil B. Vernard, gave up the idea of a 
costume jewelry shop and has opened 
the country's first exclusive ironer store 
at 4301 South Kingshighway in St. Louis. 
With her are four girls who bring down 
their family laundry for a perpetually 
operating demonstration. By offering ad- 
vice and help on all makes of ironers 
Mrs. Vernard has made her shop a 
mecca for anybody with ironing enthusi- 
asm or troubles, she says. Mrs. Vernard 
handles lronrite ironers. 


San Diego Breaks Another 
Record 


SAN DIEGO—It doesn’t seem possible, 
but San Diego's Christmas exposition 
again broke all records with an attend- 
ance in excess of last year’s 110,000 
Among the events which attracted most 
attention were the “Dishpan Derby’, 
staged by two clever girls four or five 
times daily, which featured a dish-wash 
ing race in two identical kitchens, using 
the best of old equipment with an ordi- 
nary sink against an electrical dish- 
washer unit. Sponsors for this event 
which drew capacity crowds at all times 
were the George Belsey Company and 
the San Diego Gas & Electric Company 
Since close of the show half a doze 
dishwashers have been sold on the basis 
of the lesson which the demonstratio! 
taught. Fluorescent lighting was well 
represented, one of the’ most. striking 
exhibits being one of electrical magic. 
the approach to which was through 4 
dary tunnel with mystifying effects pro- 
duced by means of fluorescent paint and 
ultraviolet light. The San Diego State 
College again presented a scientific ex- 
hibit with demonstrations which served 
to make understandable the various 
phases of electrical phenomena. Another 
popular exhibit was that of the Sam 
Diego Model Railway Builders’ Clu) 
which had twenty trains in continuous 
operation over HO-gage track. The sign 
over this section of the floor might wel! 
have read “Women and children not 
allowed,” for it was continuously sur- 
rounded by men from all walks of lite 
As usual, also, there were outstanding 
exhibits of uptodate appliances, 14 makes 
of refrigerators being represented, 12 0! 
laundry equipment, 10 of radio and 8 ©! 
electric ranges. J. Clark Chamberlain 
secretary-manager of the Bureav 
Radio and Electrical Appliances of Sa" 
Diego County, which sponsors the al 
nual event. 
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... And You Can’t Cure Basic Faults In 
Refrigeration By Streamlining Them! 


HEN the first electric refrigerators were sold, house- 
Wrires found that they were wonderful . . . Except 
that frost-collecting coils dried out foods ... And mea* 
lost weight rapidly and had to be used soon . . . And if 
left-overs were covered to avoid drying, they molded as 
fast as in the old ice box... 


THERE... NOBODY LL 5 eee ae Today, after years of great new inventions, conven- 
tional refrigerators have changed . . . Added “‘crispers” 
KNOW. YOu RE THE . > al Po as proof that their coils will still steal food moisture . . . 
KID And meat drawers as admissions that meat keeping is a 
SAME problem still... And provided covered jars so left-overs 
: can mold unseen unless used quickly . . . 


No wonder Stewart-Warner decided that refrigera- 
tion needed a basic change . . . not just some more 


ossibili- streamlining. And no wonder prospects said “that’s what 
r, Mrs. I want” instead of “how cheap can I buy it?” when 
ea of @ they saw this utterly new kind of refrigerator . . . 
the Dual-Temp! 
}. Louis. Dual-Temp does what no other refrigerator in the 
g down world can do. It gives utterly new food and health pro- 
petually tection. It freezes food at home . . . keeps ready-frozen 
ve ad- food safely because it meets the temperature require- 
deo I ment of frozen food producers. Its purified moist cold 
onthus compartment gives the advantage of high humidity with- 
Vesneill out the usual penalty of rapid mold and bacteria growth. 
And prosp..ts see the difference instantly. That’s 
why Dual-Temp sales last year more than doubled 
without a price cut while competitors fought for volume 
with $114 boxes. That’s why Dusl-Temp got twice the 
e: percentage of replacement sales others enjoyed. That's 
why you too can go to town when you sell... 
. - « the first refrigerator of its kind in the world, per- 
nother fected and proved through two years selling . . . 
... the only-refrigerator that answers every demand 
and objection of replacement buyers . . . 
possible ...the only refrigerator prospects can’t duplicate 
PX pOSTES down the street at a lower price. 
attend- 
110,000 
most 
Derby’, 
ir or five 
ish-wash NEW! 1941 DUAL-TEMP LINE STARTS UNDER $200! : 
pores and every Dual-Temp combines these outstanding advantages ... 
his even, SEPARATE BUILT-IN FREEZING LOCKER! A/ 22° below freezing, keeps 
pany and packaged frosted foods perfectly—makes home-freezing of foods practical ze Tt 
—actually makes meats more tender! Permits thrifty bulk buying. 4 
onstration PURIFIED MOIST-COLD in entire upper compartment ends need for cov- : A: 
oe ering foods to prevent wilting and drying. Made possible because . . . . ——= a 
NEW STERILAMP* overcomes moist storage hazards . . . reduces spoilage i | 
fects pro- due to bacteria, retards mold growth, combats ice box odor. | 
ROOMIER! No bulky frost-collecting coils cutting shelves in two. 
NO DEFROSTING in upper compartment . . . nothing to defrost! 
the Sa . 


ks of lite 


putstan ling 


The Refrigerator of Tomorrow 
Bureau Also makers of Maid Electric Ranges and Concert Grand and Magic Keyboard Radios 

ces of Sal #T. M. Reg. U.S. Pat. 
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5 Times the Brush Life 
Much Greater Power 


SINCE BLACK & DECKER MOTORS FIRST WON FAME 
AS “TOPS” IN THE VACUUM CLEANER FIELD 


Back In 1915 the motor for the cleaner 
above drew the attention of the entire in- 
dustry. Built by what is now known as The 
Black & Decker Electric Company, it in- 
troduced new principles which have in- 


fluenced the design of all vacuum cleaner 
motors ever since 


This Precision Machine grinds Black & 
Decker motor shafts on centers—grinding 
two or more diameters concentrically in one 
operation, Within a plus or minus tolerance 
of two ten-thousandths of an inch. 


Specialized Equipment and skilled oper- 
ators test Black & Decker armatures for 
dynamic balaace. Electronic tube circvits 
and a flashing stroboscopic light locate any 
unbalanced condition—show exactly where 
and how to correct it. 


Constant Improvements on that basic 
design—-in engineering, in materials, in 
manufacturing and testing methods—have 


been made year after year, so that com- 
parable Black & Decker motors of today 
have six times the brush life—and many 
times the power. 


35 to 40 Operations are required in making 
the armature of a Black & Decker motor. 
At the right, armature cores are being in- 
sulated. At the left, are wound armatures, 
ready to be assembled with commutators. 


Many Rigid Tests make certain that all 
Black & Decker motors and series parts are 
mechanically and electrically perfect. When 
it comes to clinching sales and keeping 
vacuum cleaner buyers happy, you can’t 
beat Black & Decker motors. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


BLACK & DECKER 


Specialists in the Design and Application of 
UNIVERSAL MOTORS 
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Seated, left to right, Raymond W. Mitchell, new president of the Electric Asso- 
ciation of the Niagara Frontier; Merrill E. Skinner, retiring president. Standing, 
left to right, Robert D. Glennie, vice president; Edward T. Ball, vice president; 
Richard Wahle, treasurer; Weldon D. Smith, executive committeeman, and Sam- 


uel S. Vineberg, secretary-manager. 


BUFFALO LEAGUE 
ELECTS MITCHELL 


BUFFALO, N. Y.—Raymond W. 
Mitchell, president of Wipperman & 
Mitchell, Inc., was elected president of 
the Electric Association of the Niagara 
Frontier at the annual meeting of direc- 


tors in the Buffalo Athletic Club. He 
succeeds Merrill E. Skinner, vice presi- 
dent of the Buffalo Niagara Electric 


Corporation. 

Other officers for the coming year are: 
Vice presidents, Robert D. Glennie, dis- 
trict manager of the General Electric 
Supply Corporation, and Edward T. Ball, 
secretary of Joseph Strauss Co., Inc.; 
treasurer, Richard Wahle, general man- 
ager of Johnson-Wahle Electric Co.; 
executive committee member, Weldon D. 
Smith, general manager of Adam, Mel- 
drum & Anderson Co., and secretary-man- 


ager, Samuel S. Vineberg. 


Ward 


Philadelphia Association Elects 


PHILADELPHIA—At the annual 
election of officers by the Board of Gov- 
ernors of The Electrical Association of 
Philadelphia held recently, A. L. Hall- 
strom was elected president for 1941. This 
will be the third term for Mr. Hallstrom, 
who is Atlantic District Manager, Gray- 
bar Electric Company, Inc. 

Other officers elected were: Vice- 
President, Howard L. Miller, President, 


Utilities Engineering Company; Treas- 
urer, Philip H. Ward, Jr., President, 
Electric Company; Secretary, 


tobert J. Moran, Chief of Electrical De- 
partment, Middle Department Rating 
Association. 


Here are the sales force “chefs” of the Eta Bita Pie—the National Fraternity of 
Male Cooks—established by Estate Stove Company in 1930. Time is the | 940 
convention and George E. Dunn, Grand Exalted Chef is at right center. 
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| succeeding 


McKENNA NEW HEAD 0} 
NEW YORK E& GA 


| NEW YORK—John H. McKenna, « 


ity sales manager of the Knapp-Mona 
Company, was elected president of 
Electrical and Gas Association of \ 
York at its annual meeting January 15 
David S. Youngholm, 

president of the Westinghouse Elect 
and Manufacturing Company. Ot 
officers elected were: James W. G 
penter, vice-president, Long Island Lig 
ing Co., first vice-president; § 

O’Brien, president, S. J. O’Brien Sa 
Corp., second vice-president; T. F. B 
ton, manager, New York District, G 


| eral Electric Company, third vice-pre 


dent; Leslie C. Boyd, president, | 


| Cortlandt Appliance Corp., fourth 5 


president; H. C. Calahan, district m 
ager, General Electric Supply Co 
treasurer; Norman L. Myers, east 
manager, Merchandising Division, Wa 
inghouse Electric and Manufactur 
Company, secretary and James A. Sa 
ett, sales manager, Kings County Lig 
ing Company, assistant secretary. 


Widely Known Executive in Appliance 
Merchandising 


Mr. McKenna is a_ widely kn 
executive in electric and gas applia 
sales and merchandising circles, part 
larly among the utilities, holding ¢ 
panies, hardware and electrical job 
and department stores throughout 
country. He has held many officers 
in associations of the electrical and ¢ 
industries and is prominently know! 
many fraternal organizations. 


1941—ELECTRICAL MERCHAND'SIN 


ECT 


New Officers of Buffalo League 
oe 
| 
| 


c Asso- 
anding, 
psident: 


d Sam- 


ion of \ 
anuary 13 
rholm, \ 
use Elect 


Tl 


istrict, G 


vice-pr 
sident, | UTILITY $50 NOW 
fourth 
listrict m wASs 7. $795 
ipply Cor 
ers, GIANT SIZE NOW 
1810n, 00 
anufactur WA Ss $9. tee! adapter rings) 
A. i jude stainless $ 
ounty Lig (Prices - f electric rang 
aves all makes © be 
tary. ctically um number 
Fit ‘nt Calrod’s mini 

4 ith Hotpon our invent m 

q Rings --- cut y e stockroo 
Appliance Adapter turnover sav 

4 crease Lape e good profits! 
dely kn space ane 
as applia 
cles, part 
rolding ‘ RED-HOT MARKET is waiting for Hotpoint Calrod Replacement 
rical jo 
‘ Units—a million market! There are that many old-style electric 
fea! =a ranges that need modernization and will welcome cooking with Calrod’s 
ly know! 


“Measured Heat.” Important new price reductions on these famous na- 
tionally-advertised units open wide the door to more and more sales of new 
electric ranges, too, dealers are finding. First, modernize old ranges. Sec- 
ond, sell new Hotpoint Electric Ranges. Make a Two-way Profit! Try 
this “Measured Heat” sales tonic in your territory. Get in touch with 
your Hotpoint distributor or district representative. Edison General 
Electric Appliance Co., Inc., 5620 West Taylor Street, Chicago, Illinois. 


ternity of 
the 1940 
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ny. 
W. | 
I 
NEw 
“U CAN SEE THE DIFFERENCE | 
Cash in ©” the great Nationa! Advertising Campaign, 
Hotpoint has launcheg ©n the ney, 194] Hi-Speeq 
Calrod, There's a big Public interest in “Measured 
4nd your Customers are already Sold on 
Hotpoint And a pre-soig Customer is twice as easy ye 
to sella NeW range or Teplacement unit! 


Florence Stove 
Henry H. Morse, vice-president in 
charge of sales, has announced several 


important changes in the sales organiza- 


tion of the Florence Stove Company, 
Gardner, Massachusetts. 

H. E. Golden, formerly manager of the 
New York Division, becomes general 
sales manager. In this new capacity, Mr. 
Golden will supervise sales in all the 
company’s seven divisions. Mr. Golden 
has been connected with Florence sales 
for 14 years; three years as sales man 
ager of the Mid-West division and for 
the past 11 years as sales manager of 
the New York division. His long and 
varied experience with Florence has given 
him a broad acquaintance in the range 
and heater field. 


H. E. GOLDEN 


H. R. Singleton has been appointed 
assistant general sales manager Mr. 
Singleton’s 15 years’ service with the 
Florence Stove Company has carried him 
through the sales department s in Chi- 
cago, New York and Boston; and for 
the past 9 years he has been assistant 
to Mr. Morse 

H Tay St et Is Mr. G len as 
manager of the New York division. Mr. 
Tay f rly traveled the Iowa terri- 
tory to e and for the past 4 
years has 1 Mr. Golden in direct- 
ing sales es in. the New York 


Roberts & Mander Stove Company 


R. S. Agee, sales promotion manager 
of the Association of Gas Appliance and 
Equipment Manufacturers, New York 
City, leaves that organization on Feb- 
ruary 1, 1941, to become vice-president 
of the Roberts & Mander Stove Com- 
pany, Hatboro, Pa., makers of Quality 


cooking equipment and one of the oldest 
manutacturers in the range industry. 


R. S. AGEE 

Mr. Agee has been in charge of the 
promotional activities for the Association 
for approximately three years, coordi- 
nating the merchandising and promo- 
tional programs of department stores, 
dealers and utility companies. He has 
represented the industry in both Canada 
and the United States, and because of 
his extensive platform work and his wide 
promotional and merchandising experi- 
ence with utility companies and dealers, 


has been termed the 


Range Salesman.” 


frequently 


“Number 1 


country’s 
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Schick Shaver 


Claude J. Hendon has been elected vice- 
president and general manager of Schick 
Shaver Service Corporation, subsidiary 


of Schick Dry Shaver, Inc., it has been 
announced by Ralph J. Cordiner, Schick 
president. Mr. Hendon was vice-presi- 


dent in charge of sales and a director of 
the Silex Company of Hartford prior to 
joining Schick. 

Mr. Hendon began his business career 
with the Georgia Power Company of 
Atlanta, Ga., in the sales division. In 
1927, he joined the Edison General Elec- 
tric Company as a member of the At- 
lanta staff. He transferred to the 
appliance department of General Elec- 
1932 and became Atlanta district 
manager for that company. In 1934, Mr. 
Hendon 


al 
Saies 


tri in 


was brought to Bridgeport by 
the General Electric Company and be- 
came general manager of the heating 
device department and chairman of its 


management committee, leaving that post 
to join the Silex Company. 


CLAUDE J. HENDON 


Anticipated increased activity in 1941 
has necessitated additions and changes 
in the sales staff of Schick Dry Shaver, 
Inc., Kenneth C. Gifford, vice-president 
in charge of sales announced recently. 

John J. Reidy, formerly of the Schick 
Detroit sales office, has been appointed 
sales supervisor in Washington, D. C. 
S. D. Moorman, also from the Detroit 


office of Schick, has been appointed sales 


supervisor in Kansas City. Both men 
have been with Schick for a number of 
years. 

A. H. Rippas has been named sales 


supervisor of the Philadelphia territory. 
Mr. Rippas comes to the Schick organiza- 
tion from the Magraw Electric Company 
for whom he covered the Detroit terri- 
tory in a sales capacity. Michael R. 
Kahle, formerly a district supervisor in 
Detroit for the Scott Paper Company, 
has been added to Schick’s New York 
sales staff. 


New Orleans E. A. 


A. G. Riddick has been elected presi- 
dent of the Electrical Association of New 
Orleans, Inc., George J. Segel, who was 
re-elected secretary of the association, 
announced recently. 

Other officers are A. J. McCall, execu- 
tive vice-president; Pendleton E. Lehde, 
vice-president of the wholesalers, utilities 


and manufacturers’ division; W. B. 
Meek, refrigeration division vice-presi- 
dent; Edward Phillips, electrical con- 


tractors’ division vice-president; R. 
Mackenroth, air- -conditioning and venti- 
lating division vice-president, and Aleck 


Mattes, James Roos and E. N. Avegno, 
executive committeemen for two-year 
terms. 

Re-elected in addition to Mr. Segel 


were J. W. Tufts, treasurer, and W. E. 


| 
| 
| 


Clement, publigity director. Harold E. 
Meade, retiring president, will become an 
ex officio member of the executive com- 
mittee. 


Graybar 
1, H. O. Edoff as- 


sumed the position of sales manager of 
the Graybar branch office at 453 Worth- 
ington Street, Springfield, Massachusetts. 


Effective January 


This office, together with other 
branches in Providence, bs orcester, Port- 
land, and the main office in Boston, han- 


dles Graybar’s distribution of electrical 
equipment and supplies in the New Eng- 
land area. 


Westinghouse 


Vale E. Freeland as 
department and furniture 
announced recently by 


Appointment of 
supervisor of 
was 


store saies 


VALE E. FREELAND 


sales manager of 
Merchandising Divi- 


Frank R. Kohnstamm, 
the Westinghouse 
sion. 

Mr. Freeland has been connected with 
the Westinghouse Company for 15 years, 
and since 1935 has been major accounts 
supervisor for the Central district. 

Mr. Freeland will continue to main- 
tain his office in Mansfield, the head- 
quarters office of the Westinghouse Mer- 
chandising Division. 


G-E Home Bureau 


Appointment of Mark B. Connolly as 
field representative of the General Elec- 
tric Home Bureau in the Chicago area, 
effective January 1, is announced by 
C. W. Stuart, manager of the bureau. 

Mr. Connolly was among the first to 
sponsor sales to builders in New Eng- 
land. He had been manager of the G-E 
home appliance dealer section at Bridge- 
port, Conn., and then district manager of 
appliance sales at Boston. More recently 
he has been a representative of the Home 
Bureau working out of Bridgeport head- 
quarters. 


Mitchell Manufacturing 


Mitchell Manufacturing Company of 
Chicago, makers of lamps and fluorescent 
lighting fixtures, announces the appoint- 
ment of Edwin A. Nickel as advertising 
and sales promotion manager. Mr. 
Nickel brings with him eighteen years’ 
experience in sales promotional activity, 
having served with Hygrade Sylvania, 
Dictograph Products Co., Lennen & 
Mitchell and Chas. W. Hoyt Company. 


FEBRUARY, 


General Electric Air Conditioning 


John P. Rainbault has been nay 
manager of the air conditioning ard ¢ 
mercial refrigeration department of ; 
General Electric Company effect ve 
mediately, 
H. L. Andrews, vice-president. 

Formerly manager of the compa 
electric clock section in Tiigep 
Conn., Mr. Rainbault succeeds Stuart | 
Crocker, who was recently named a y 
president concerned with customer y 
tions. Mr. Rainbault’s headquarters 
be in Bloomfield, N. J. 

A native of Kansas City, Mo., 
Rainbault is 52 years old. He was gra 
ated from the University of Pa 


JOHN P. RAINBAULT 


France, in 1909 with an electrical 

neering degree. He joined the Ge 
Electric Company in 1930 as New \ 
district manager of radio sales. He 
previously served as radio sales 

ager for the Federal Telephone 
Telegraph Company in Buffalo, N 


In 1931 he was transferred to elect 
clock sales activities and he had 
manager of G-E clock sales since Ja 
ary 1, 1932. 


G-E Heating Devices 
Consolidation of the clock section 

the General Electric appliance 
merchandise department with the heat 


device and fan section has _ been 
nounced by H. L. Andrews, vice pre 
dent. 

Alfred C. Sanger, who has been 1 


ager of the heating device and fan « 
with the consolidation becomes ma 


tion, 


ager of clock operations as_ well, 


several shifts in administrative person 


ALFRED C. SANGER 


have been announced. The clock sec 
was formerly under the direction 01 . 
P. Rainbault, who has been 
manager of the air conditioning and 


mercial refrigeration department ™ 
headquarters in Bloomfield, N. J 
R. O. Fickes, formerly accoun:ant 


the heating device and fan, 


ant to Mr. Sanger as manager 0! 
newly consolidated section. 
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HERE ARE THE 


STOP AND SELL THE SHOPPER 


Sof CHILL-DRAWER FREEZ’R SHELF DEFROSTAJAR 


sales 1 / 
ephone 
falo, N 
to elect 
e had 
since Ja 
Keeps meats prime fresh for days, and Cuts out usual space-wasting dri an- 
chills desserts, beverages and salads. The One and Only! Full width (not cramped by “gadget” meat-container combination A, - =~ 
Modern foods demand this big, roomy, nae —eliminates old fashioned oA down user practically an extra square foot of 
oes near-freezing, humidified shelf, reezing yee usable frozen storage capacity 100 % usable space on top shelf, where 
(nearly 5 gallons). “must” for modern menus, space is needed most. f 
section 
jliance 
| the heat When you're offering practically the same thing everybody else offers, you 5 
s been have only a small chance of making the sale. But when the shopper sees some- 
, vice pre | thing different, understandable, and better in your store, you can stop 
her and sell her easier. 
s been ma Proof: The average Gibson dealer in 1940 — because of Gibson’s exclusive 
und fan s Freez’r Shelf advantages, and a simple, sensible sell-up plan — had a sales in- 
a a crease (in dollars) more than four times the average dealer’s increase. 
aa por ae The Gibson Product and the Gibson Policy continue in 1941 — already all 


existing Gibson sales records for early season selling have been smashed. 

Only Gibson has Freez’r Shelf, plus ALL the wanted kitchen features (not just 
one or two of them) — Gibson exclusively features the three major advantages 
shown here. 

With the Gibson line, each higher price buys a really wanted feature — it’s 
a deal that women can’t easily resist. Get the whole 
Gibson story — see how YOU can step up with Gibson! 


GIBSON 


KOOKALL ELECTRIC 
RANGE 


Sensational in value, 
and in kitchen features! 
Waist-high broiler — no 


F.0.8.F stooping, no split stock- 
No. C-631. With this, your adver- No. F-671. Lowest price on a a oe se — 
é tising gets ACTION! Now, for Freez’r Shelf model in Gibson’s 6-quart pee Tn ~<a ; 
>ER the third year, the biggest re- history — makes ’em look, ask, no deep-fat-fri ae 
frigerator value in America. All- buy! Full width Freez’r Shelf. Lowest shel of ean 
steel cabinet, powered with time- Chill-Drawer. Vegetable Fresh- step-up line! . 
a tested sealed Scotch Yoke ener. Here’s where step-up and 
3 eid mechanism. Sell up from this one! extra profit begin. 
ction of | 
en a im 


« | Gibson Electric Refrigerator Corporation 


ccourant J GREENVILLE, MICHIGAN Export Office: 201 N. Wells St., Chicago, U.S. A. © Cable Address: Gibselco, Bentley Code 


Makers of 2 Shelf Refrigerators and Koohall Electric Ranges 


Fred Soff’ SEND YOUR INQUIRY TO GIBSON —IT WILL PROMPTLY BE FORWARDED TO YOUR GIBSON DISTRIBUTOR. 
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(Retail Price Reeoen- 
mended by Gibson) 


Cavalier ELECTRIC RANGES 
— Keep Kitchens Cool 


by Muli-Hoat Selector 


Every part of Cavalier’s Model K-45 is selectively 
controlled—by a dependable Automatic Timer Clock 
built into the backsplasher. In addition, the three sur- 
face units and the appliance outlet are controlled by the 
Cavalier Multi-Heat Selector. With Multi-Heat Selec- 
tion you can select any heat required—from high to very 
low (5% of high) with the turn of the dial! Not just five 
pre-determined heats, but an infinite number. No other 
range offers all these features. 


To retail at approximately $194.50, Cavalier gives you a 
Super De Luxe model in the medium brackets. A num- 
ber that can increase your average unit sale because it 
offers your customers more. Write for complete infor- 
mation—today. 


avaltex 
ELECTRIC RANGES 
WATER 


CAVALIER. 
CORPORATION 
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mann, formerly sales manager of fans, 
has been assigned to Mr. Sanger’s staff. 

Marshall B. Ross has been named 
sales manager for fans and sunlamps, 
and C. R. Thorson will continue as sales 
manager for clocks. 


Frigidaire 


Two additions have been made to the 
dealer development staff of Frigidaire 
Division, General Motors Sales Corpora- 
tion, according to L. C. Truesdell, man- 


A. R. THOMAS 


ager of Frigidaire’s dealer development 

: Thomas, one of the new mem- 
hora of " the staff, will cover New Eng- 
land and the eastern area. For several 
years, Mr. Thomas has been assigned to 
merchandising activities in Frigidaire’s 
New England district. 

R. S. Bradford, who has been with 
Frigidaire for a number of years as a 
district representative and most recently 
as sales manager in the Columbus, Ohio, 


R. S. BRADFORD 


| area for the company’s Dayton district, 
will cover the central area of United 
States. 

| Continuing in their present capacities 
in the dealer development department, 
Mr. Truesdell announces, are R. B. 
Trick and R. E. Krumm. Mr. Trick will 
contact stores in the western portion of 
the country, while Mr. Krumm _ will 
cover the southern area. 


Harvey-Whipple 


Rav G. Whipple, treasurer and ge; % 
manager of Harvey-Whipple, Inc., ma ae Bi 
facturers of “Master Kraft” oil hea). 
equipment, announces the app on 
on tx . Cornelssen of New York eel 


pomntr 


as sales manager. as 


Mr. Cornelssen was at one time r 
sales manager for a large and prosper 
dealer outlet in the Metropolitan 
and at another time was assistant t 
president of one of the better know 


oug 
ved () 


Cc. W. CORNELSSON 


Mr. St 

ance 
burner manufacturers. He is well k: : oe 
to heating and fuel oil men throughggs#€s 7 
the eastern section of the country. th the 
1€ 
livisio 

Westinghouse Electric Supply C 

J. C. Schmidtbauer, northwestern T 
trict manager of the Westinghouse 
tric Supply Company at Chicago, A. B. 
been elected a vice-president of the C anch © 
pany, effective January 1, according Elect 
a recent announcement by B. W. Cia@™pxers 


president. nuary 

Mr. Schmidtbauer will continue 
have headquarters at the northwest 
ae ~~ and will act as consult 
to J. Fisher, the new manager. 
will Pn assist the Company in its 
mercial relationships throughout 
northwestern and northern districts 

J Fisher, manager of the m 
Atlantic district of the Westingh 
Electric Supply Company in Philadel 
succeeds Mr. Schmidtbauer as manag 
of the company’ s northwest district \ 
headquarters in Chicago, it was 
nounced. The new manager will ! 
charge of Supply Company branch off 
in Peoria, Ill., Indianapolis, Fort Wa 
Terre Haute ‘and Evansville in India 
Davenport, Waterloo, Des 
Sioux City, in Iowa, and Omaha, \ 

H. M. Gansman, a vice-president 
the Westinghouse Electric Supply ‘ 
pany in New York City, will transfer 
headquarters to Philadelphia and | 
take over management of the Compa 
middle Atlantic district there, 
Clark said. Management of the ( 
pany’s expanding radio receiver busi 
will also be transferred to Philade; 
under Mr. Gansman. 

Mr. Clark also announced the form 
tion of a new sales district of the 
pany, to be known as the northern 
trict, with headquarters in Milwaukee 

Henry Czech, now head of the not 
ern group branches of the company, 
appointed manager of the new distr 
effective January 1. The northern _ 
trict, will include Westinghouse £ 
tric Supply Company branches in 


| waukee, Madison, St. Paul, Minnea ne a; 

Easy Washer | and Duluth. manag 

| G. W. Honsberger has been appo¥j ot th 

The election of J. J. Nance as a vice- manager of the Westinghouse Electr Wis 
president of Easy Washing Machine | Manufacturing Company’s Louis Norn 
Corporation, Syracuse, was voted at a | Ky., office, J. K. B. Hare, Central ! Wil 
recent meeting of the board of directors. trict manager announced. been 
Mr. Nance joined Easy in August, | Mr. Honsberger succeeds T. W. \ ‘ison 
1939 as general sales manager. He pre- who had served as manager of the Lowgpir. \ 

| viously had served as vice-president and | ville office for 21 years prior to his c@jrter a 
| general sales manager of the Delco- | last December. Since 1935, Mr. H és in 
Frigidaire conditioning unit of General berger has been transportation manag In 2 
Motors in Dayton, Ohio. Before that | in the Central District, and has "jted i: 
Mr. Nance was associated with National | closely associated with .transport: Kan 
Cash Register in Dayton. gineering problems since 1922. as ar 
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Barlow & Seelig 


nd ger Leon W. Ryder, general sales manager 
Nil ma the Barlow & Seelig Mfg. Co., Ripon, 
manufacturers of Speed 
ween washers and ironers, announces the 


pointment of C. D. Staples, Cleveland, 
hio, as a special factory representative, 


pa € ill spend his time traveling 
Pt pe roughout the country in the interests of 
eed (Queen washers and ironers. 

ant t 

know 


C. D. STAPLES 


N 
Mr. Staples has been prominent in ap- 
ance selling for over twenty years, 
well ks e years of which he held the position 
throne sales manager of the Ironrite Mfg. Co., 


mtry. | has more recently been associated 
; th the Edison General Electric Co. as 
jivisional supervisor. 


pply C 

vestern Thor Pacific Company 

house E 

hicago. \. B. Pursley joined the San Francisco 
xf the Cogmanch of the Hurley Machine Division 
ccording Electric Household Utilities Corp., 


pkers of Thor washers and ironers on 
nuary 2 of this year. 


, W. Clas 


continue 
orthwest 
s consult 
anager. 
in its 
ughout 
districts 
the m 
/estingh 
Philadel! 
as manag 
district 
it was 
r will ha 
ranch off 
Fort War 
in India 
Moines 
Ymaha, \ 
president 
supply 
transfer 
ia and 
e Compa 
there, 
f the Come was formerly with the Horton 
ver busingmlufacturing Company, and for the 
Philadel year was their representative in 
tthern California. Prior to that he 
| the form@tt two and a half years with Leo J. 
of the yberg Company distributors of Norge 
rorthern (@ Bendix. Originally Mr. Pursley was 
lilwaukee 7" the Easy Company representing 
yf the nora—m in the state of Montana. 
ompany, 
new dist? 
iorthern | 
house E Ray-O-Vac 
‘hes in 
Minneap# ne appointment of Ralph J. Williams 
manager of the National jobbing divi- 


A. B. PURSLEY 


en aypol'g ot the Ray-O-Vac Company of Madi- 
se Electric Wisconsin, has just been announced 
Louis] Norman Vea, general salesmanager. 
Central DF Williams, until his recent elevation, 
been manager of the Middle West 
T. W.\4ision for the past 10 years. 
of the Lo@r. Williams although he will head- 
- to his eater at the Ray-O-Vac Company home 
_ Mr. Ho@ies in Madison, Wisconsin will spend 
fon manage in all the Ray-O-Vac branch offices 
nd has ‘ted in Chicago, San Francisco, Colum- 
sportation Kansas City, New York, Memphis, 
22. 4s and Atlanta. 
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How get more business 


ephone Book 


from your Tel 


Are you under the 
trade mark of that 
advertised brand 
| want? 


as 


Does your 
Directory Advertising 
tell me why | should 
buy from you? 


E 
Electrical Contractors 


.- Will prospective buyers find you when they look in 
the ‘yellow pages’ in the back of your local directory? 


Thousands refer to this national buying guide _ people look for brand names to find dealers. 
every day to find where to buy the products 
and services they need. This effective adver- 
tising medium offers an excellent opportunity 
for you to present your sales messages to the 


people of your community. 


2. You have an advertisement telling pros- 
pects the many things about your store, the 
services you render, and the merits of your 
products. This is the type of information they 
want to know before they buy. 

To make the most of this opportunity, check 
your classified directory to be sure that under 
every classification of your business: 


Just call your telephone business office to- 
day, and ask for the Directory Man. 
He will gladly help you plan to get 
your full share of “telephone book 
business.” 


1. Your name is associated with the names 
of branded products or services you sell... 
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OF A SERIES OF ADVERTISEMENTS 
DESIGNED TO HELP YOU SELL 
REFRIGERATORS FASTER 


Your sales talk clicks when you can prove your refrigerators 
cost less to run than old models! 


y o- ER OR LATER, this question pops up: “How much does it That’s the kind of finish DULUX is . . . with every quality 
cost to run?” And right here you'll find it pays toknow your | women want: sparkling whiteness . . . resistance to chipping, 
' kilowatts, horsepowers and current consumption. cracking, food and grease stains . . . ease of cleaning. Women 


For many’s the sale that has been closed by expert use of 
this knowledge . . . the instances where the salesman has proved 
it saves money to buy the new model, instead of letting the 
prospect walk out “guessing she’d go along with the old one 

‘ she has for a couple of years more.” 


Many’s the sale that has been closed by expert knowledge of 
finishes, too. Smart salesmen know that women are intensely 
interested in how long a finish will keep its beauty . . . how easy 
it is toclean . . . how it resists chipping, food and grease stains. 
That kind of finish saves housework. 


QU PONT 


us pat. 


know DULUX offers extra quality because it’s made by Du Pont. 

It pays, in arousing prospects’ interest, to point out the 
DULUX Seal in every sales talk .. . toexplain the extra value of 
DULUX, and how much it offers. Du Pont Company, Finishes 
Division, Wilmington, Delaware. 


FREE...SEND FOR THIS BOOK! 
> Du Pont has prepared a new book to help you in your 
sales. It’s called “How DULUX Has Helped in the Sale of 
More Than 9,000,000 Refrigerators.” It’s yours for the ask- 
ing. Just write to: E. 1. Du Pont de Nemours & Co. (Inc.), 
Room 7154, Du Pont Bldg., Wilmington, Delaware. 
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U.S. PAT. OFF. 


THE MODERN FINISH FOR MODERN LIVING...I¢ saves work 


FEBRUARY, 1941—ELECTRICAL MERCHAND!S! LEC] 


BE AN AUTHORITY i 
a i reachi- 
| 
‘ priz 
me 
arly o1 
The 
rtlar 
as ad 
at it 
nm. | 
natz 
tore 
( 
j 
7 
N 
att 
lently 
D_LUX 
PAT OFF. 
Fil ISH ent 
PAT.OFF. tveale, 
mall 
| Tospec 
i _ ts of 
| 


The Leo J. Myberg Company elec- 
cal wholesalers with headquarters in 
Francisco and Los Angeles, have 
tly taken on the line of Con- 
um-Nairn floor coverings. L. H. 
tt, formerly San Francisco rep- 
esentative of the company, has charge 
ff the new line under Myberg. 

* * * 


The Al Worthington Refrigeration 
Service of Stockton, Calif., recently 
told a large 3-compartment domestic 
reach-in refrigerator to an ardent 
sportsman and hunter for installation 
in his new home. Besides this equip- 
ment, which will have a capacity of 
45 cu.ft, there is to be a_ walk-in 
goler in the basement, which will be 
used during the deer-hunting season 
or the storage of venison. 


*~ * * 


Clarence F. Pratt of the California 
Refrigerator Company is proud of the 
act that he may claim responsibility 

Sues founder of the Outdoor Christmas 

A Tree Association of California. Look- 

a ng at the amazing display of outdoor 

in California communities 

: juring the holiday season, there is leg- 

timate cause for his pride. 


* * * 


Awarding of prizes by the Orange 
County Coast Association of California 
for Christmas illumination revealed 
some outstanding effects. At New- 
port Beach an old sailing ship was 
utlined in lights with striking results. 
Laguna Beach was judged best for 
wayside shrines, with mechanical min- 
trels in an old English street setting. 
Living animals were a feature of the 
mmunity nativity scene at Hunting- 
m Beach, which was awarded a prize 
ts best lighted city. The entire chain 
f displays is known locally as the 
Forty Miles of Smiles.” 


* * 


Fresno, California has made an in- 
stitution of its “Christmas Tree Lane”, 
mile and a half of holiday lighting, 
m which the Fig Garden residence 
strict has taken the lead. Kenneth 
mpton of the San Joaquin Division 
tthe Pacific Gas and Electric Com- 
any was among the leaders whose 
artoons were featured in Fresno 
_ as responsible for the artistic 
esults. 


*_ * * 


Portland, Oregon, not only has a 
junior Chamber of Commerce spon- 
red Christmas lighting contest, but 
umerous district contests throughout 
€ city area as well. In the May- 
wood Park district, for instance, $75 
prizes was awarded by the com- 
hunity club to local residents whose 
me lighting effects were particu- 
arly outstanding. 


* 


The Miles W. Edghill Company of 
rtland, Oregon, pointed its Christ- 
as advertising with an announcement 
at it is now open in its new loca- 
nm. Edghill, formerly with the Paul 
Furniture Company, calls his 
tore “The Friendly House of Serv- 
€ One of the features of the new 
Marters is a G.E. all-electric kitchen. 


* * * 


Interesting results of a customer sur- 
ty made last year by the Washington 
ater Power Company revealed that 
Rspite of the fact that the company 
&s been emphasizing the low rates 
ailable in Spokane and vicinity, there 
fre many customers who still had 
t been completely sold on the cheap- 
8s of electricity. It was found that 
attitude of customers was fre- 
lently based on the personal contact 
mich they may have had with some 
Paividual employee. In the develop- 
nent of new prospects, the survey 
‘vealed quite a widespread interest in 
iges, refrigerators, water heaters and 
mall appliances. The name of these 
"ospects are furnished to dealer mem- 
ets of the Inland Empire Electric 
pment Association for follow-up. 


ANDIS! 


Western 


NEWS FLASHES 


Outward Bound for Honolulu 


Ralph J. Cordiner, president (right) and K. C. Gifford, vice-president (center) 
of Schick Dry Shaver, Inc., and H. C. Genter, well-known in the electric appli- 
ance industry, on the S.S. Matsonia leaving San Francisco for Hawaii. The trio 
are purely pleasure bent with the two Schick executives getting ready for a big 
1941 which Mr. Cordiner described on his departure "as the most promising in 
the history of the shaver industry.” 


Blackstone "Rides the Waves’ 


Born in Viadivostock, Russia, reared in Japan, Mrs. Gaye Caygill won fame 
on the Pacific Coast by her skill in riding an aquaplane. Which, to you folk in 
Kansas, is a device something like an ironing board which is dragged behind a 
speed boat at a high velocity. To stick on it requires the ability of a tightrope . 
walker plus the balance of a broncho buster. 

In her spare moments Mrs. Caygill travels out of San Francisco selling Black- 
stone washers in five western states. She can eat with chopsticks, speak Japanese 
fluently, but when it comes to food she hollers for lambchops and a salad. 
"Gaye" thinks in U. S. A., and her recollection of Asia is but a passing memory. 

She and her husband, C. G. Caygill, are distributors for Blackstone with head- 
quarters at 1355 Market St., San Francisco. 
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Whoever handles the sale undertakes 
also to point out additional possibili- 
ties of electric service in the abolishing 
of household drudgery, adequate illu- 
mination and the entertainment which 
comes through modern radio. Low 
zates are also to be emphasized. 
* 


Announced as a “Christmas Gift” by 
H. E. Saviers & Son, of Reno, Nevada 
was tne omer of a $30 trade-in allow- 
ance for an old ice box or refrigerator 
on purchase of an $197.50 Westing- 
house retrigerator, accepted as first 
down payment. The first monthly in- 
stallment. was not to fall due until 
February. Three radio phonographs 
were also offered as prizes, details to 
be learned only upon application at 
the store. Ham and cocktail sausages 
were served as a part of the electrical 
demonstration of small table appli- 
ances during the Christmas season. 

* * * 


The seventh wedding anniversary 
has been designated as “electrical,” 
according to Reno publicity. 


* * * 


Leadville, Colorado added one to the 
idea of “Yesterday and Todav” win- 
dows by adding a third for the “day 
before yesterday.’ [he display was 
one featured by the local offices of 
the Public Service Company of Colo- 
rado and centered about the theme of 
heating water for the bath, today’s 
exhibit featuring a Westinghouse elec- 
tric water heater. Robert Elliott, re- 
sponsible for the effective displays, re- 
ports that even the old ranges dis- 
played were sold before the windows 
were dismantled, illustrating that “it 
pays to advertise.” 


* * * 


The May Company of Los Angeles 
offered a January clearance sale of 
1940 refrigerator specials, at $114.95, 
with “liberal trade-in allowance.” 
Sears Roebuck was another Los Ange- 
les firm which went in for January 


clearance sales, with reductions on 
most major appliances. 
* * * 


Several appliance campaigns for 1941 
have already been outlined by the 
Electrical Appliance Society for North- 
ern California. The Pacific Gas and 
Electric Company announces an ac- 
tivity on better lighting for January, 
backed by newspaper advertising, bill- 
boards and bill stickers. House heat- 
ing and electric cooking received pub- 
licity in part of the company’s terri- 
tory. There is a big range campaign 
planned for March. 


* * 


“The big trend for 1941” says Seat- 
tle’s City Light, is toward all-electric 
homes with electric water heaters 
making them eligible for the special 
low rate the department offers. One 
prominent builder is reported as hav- 
ing taken out 24 new residence per- 
mits in a week, all of them for homes 
equipped with automatic tank electric 
water heaters. ‘ 

- 


G.E.’s traveling Lighting Institute 
has reached the Pacific Coast, travel- 
ing by vay of New Mexico and Ari- 
zona. Time from January 27 to 
February 14 was to be spent in Cali- 


fornia, after which the truck con- 
tinues on up the Coast to Portland 
and Seattle and other Northwest 
points. 

* * * 


Pacific regional conference of the 
LE.S. is scheduled to be held in San 
Francisco, April 25-26, W. P. Bear as 
general convention chairman. 

* * 


An essay contest on the subject of 
“Why You Should Rent, Buy or Build 
ONLY an Adequately Wired Home” 
is being sponsored by the Pacific Coast 
Electrical Association, with five prizes 
consisting of all-expense paid trips to 
the Coronado convention. Deadline 
was February 1. 


PAGE 81 


| 
| 

| | | | 

| 

WR 

% 
| 
a 
y 
| 


@ A typical 
Youngstown Kit- 
chen ensemble— 
matched sink, 
wall cabinets 
and base cab- 
inets. 


PRESSED STEEL 


KITCHENS 


THA 


YPS KITCHEN EQUIPMENT 


No Trade-ins . . . No Service 
MORE NET PROFIT 


You know how much of your gross margin is 


now going into trade-ins and free service 
Not as much left as there 
used to be, is there? 


after installation. 


The sweet net profits of “the good old days” 
came from Larger Unit Sales, Higher Profit 
Rates and No Deductions for trade-ins. 


And, that’s just what you can get again—in 
the Kitchen Merchandising Business as de- 
veloped by Youngstown Pressed Steel. 


Investigate! Use the coupon. 


YOUNGSTOWN PRESSED STEEL DIVISION, Dept. 80 
Mullins Manufacturing Corporation, Warren, Ohio 


EM-241 
Please send me complete information on the YPS plan for my terri- 
tory 
Name 
Address 
City 
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Fifty members of Spokane’s Inland 
Empire Electrical Equipment Asso- 
ciation celebrated their success in sell- 
ing 807 heating units in a two-months 
campaign by gathering together at a 
banquet on December 11. Leon Boyle 
presided over the gala affair. 


* * * 


San Francisco is to be the location 
for a national show and convention on 
the subject of air conditioning. The 
date is to be June 17-19, 1941 and 
the sponsors the American Society of 
Heating and Ventilating Engineers 
and Air Conditioning Societies. Plans 
contemplate an exposition at the civic 
auditorium, with widespread publicity 
to focus public attention on the im- 
portance of air conditioning in indus- 
try, commerce and defense work, as 
well as in the home. 


* 


From British Columbia comes news 
of a lighting drive which was started 
by the Home Appliance Council of the 
Electrical Service League on January 


18. The annual merchandising con- 
clave is planned for February 20-21, 
with H. J. Merilees in charge of 


program. A refrigeration campaign is 
planned for April, a range promotion 
for May, with laundry equipment to 
be featured in spring and fall drives. 
Radio is to be the subject of a Novem- 
ber campaign and small appliances in 
December. £. Cooper, McLennan, 
McFeely & Prior, Ltd. has been reap- 
pointed chairman of the Council. Other 
members of the Council are G. N. 
Gardiner of the Canadian Westing- 
house Company, B. Markham, North- 
ern Electric Company and Harold 
Merilees, B. C. Electric Railway Com- 
pany. 


Seventeen electrical appliance deal- 
ers of Salt Lake City have recently 
organized the Retail Appliance Dealers 
Association of Utah, for the purpose 
of bringing about “a close cooperation, 
a better understanding among all elec- 
trical appliance dealers and a more har- 
monious understanding and working 
arrangement with electrical distribu- 
tors and better business condi- 
tions in general.” First meeting was 
held December 9 at which W. C. 
Hollingworth of the Auerbach Com- 
pany was elected president, O. Reid 
3igelow, vice-president and _ general 
manager of the Intermountain Utili- 
ties Appliance Company, vice chair- 
man, and Clarence Gilner of the Gil- 
ner Electric Company, secretary. It 
is planned to bring in dealers from all 
sections of Utah into the membership. 
Monthly meetings are planned. 


Southern California will feature 
water heaters in an industry-wide cam- 
paign during January-February, fol- 
lowed by a range campaign in March. 


Klinger of Banner- 
W hitehill 


Like Old Man River, J. D. Klinger of 
Banner Whitehill, Indianapolis, just keeps 
rolling along. After eight years with the 
store, he is going to put in his diary the 
fact that 1940 saw him step into the job 
of manager of major appliances in the 
Indianapolis store. 


All utilities, both private and munici- 

pal, manufacturers and dealers are | 

unite in a promotion featuring unifor: 

practices, premiums, wiring allowance: 

and a coordinated advertising drive. 
* 

Frank A. Tracy has been appointed 
manager of the Sierra Pacific Power 
Company, a promotion from the pos:- 
tion of assistant manager, as ar: 
nounced by _ vice-president H. A 
Lemmon just prior to the Christmas 
season. 


* * 
An uptodate appliance departmen 
has been added by the Dinwoodey 


Furniture Company of Salt Lake City 
The new department will handle « 
complete line of Westinghouse equip: 


ment. J. R. Woodward is supervisor 
* * * 
W. M. Jewell is new manager 
the San Francisco division of 


Westinghouse Supply Company, 
vancing to the new job from a sim- 


lar position held in Richmond, \« 
ginia. Jewell has been with Westing: 
house Supply since 1925, prior 


which he was for nine years with t 


National Electric Supply Company 
Washington, D. C. 


“I'M SORRY, MISS, BUT WE CAN'T ACCEPT ‘BRYANT 7-5289' AS A DOWN PAYMEN’” 
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SPECIAL 


RETAILING 


Put This Prestige Name in Your Window 
-and Sell More of Everything Inside 


(it helps build all your business) 


OFFICIAL 


Model 105 


There’s plenty of money to be made in 
electric refrigerators, washing machines 
and all your electric appliances—if you 
bring customers in to buy them. 

The Official Hoover Special is a 
“name” product at such a bargain price 
that it walks the customers right into 
your store. 


Competition hasn’t a chance against 
this Hoover-reconstructed, Hoover- 
guaranteed, Hoover-serviced cleaner 
with its 

TRIPLE-CHECK 

CERTIFICATE OF QUALITY 
Put a jumbo certifi- 
cate (which we sup- 


HOOVER SPECIAL) 


ply) in your window 


—display the price 
—and the sale’s 


GUARANTEED 


made. 


This is a clean Certificate of Quality 


deal—with no strings attached. 


You get a real profit—your customer 
gets a completely satisfactory cleaner — 
and there’s no return-problem to handle. 


Every cleaner is completely torn 
down and thoroughly reconstructed at 
the Hoover factory in North Canton, 
Ohio, the same factory where brand new, 
current-model Hoovers are being made. 

New and modern parts are added to 
bring it up to date. Ball-bearing, beat- 
ing-sweeping brush is new—so are belt, 
bag, cord and furniture guard. And they 
are all genuine Hoover quality. 

The cleaner is repolished and re-en- 
ameled—looks new—and sells like hot 
cakes over the counter. 

Get on the “quality team” with this 
Hoover and you'll get the quality trade. 
Write for complete story. THE Hoover 
Company, North Canton, Ohio. 


MERCHANDISING—FEBRUARY, 1941 


New Hoover-made Norca Hand 
Cleaner, regularly $14.50, to retail at 
$10 with Hoover Special. Complete 
equipment retails at $27.95. 


pom = MAIL THIS COUPON AT ONCE = = = 


Tue Hoover Company, Dept. EM-241 
North Canton, Ohio 


Gentlemen: Please give me complete de- 
tails and merchandising plan on the Official 


Hoover Special at $17.95. 


4 
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“AIR EXPRESS SUPER-SPEED 
AND SUPER-SERVICE 
HELP YOU PEP UP SALES!” 


... says L. E. Moffatt, Editor of 
Electrical Merchandising Magazine 


Whether you’re a retailer, a wholesaler or manufacturer... 
you'll find it pays to use Air Express. Here’s 3-mile-a-minute 
speed through the sky for samples, rush stock refills... for 
‘most anything you have to receive or send. The economy of 
Air Express is even greater when time saved in transit is con- 
sidered. Special pick-up, special delivery at no extra charge 
within our regular vehicle limits in all cities and principal 
towns. Co-ordinated air-rail service. For service phone Rat- 


way Express, Air Express Division. 


"Mr. Anchor" 


Anchor Distributing Company in Pittsburgh, wholesalers for Crosley products, 
had a 20th anniversary recently so Harold Goldstein, general manager, threw a 
dinner-dance party for the 60 employes of the company. Here they are making 


merry at the Fort Pitt Hotel. 


Throws a Birthday 


$250,000 ADVERTISING BUDGET 
MARKS BENDIX’S BIGGEST YEAR 


SOUTH BEND, IND.—That their ad- 
vertisement, entitled “Successor to the 
washing machine” drew 20,000 inquiries 
was revealed to distributors at South 
Bend January 4 by Bendix Home Appli- 


ances, Inc. This is indicative as to the 
amount of interest in automatics, Judd 
Sayres, sales manager, said. 


In a talk about service on automatics, 
Mr. Sayre presented every step of Bendix 
evolution and said that service costs had 
been cut from $5.16 per machine to 17 
cents. Every appliance must pass through 
a trial and error period, he said, and 
now Bendix had been graduated. As to 
the satisfaction Bendix was giving, he 
read a letter from the Leo J. Meyberg 
Company in San Francisco revealing that 
out of 2,570 contracts, only 1.2 per cent 
had not been completed. In Pennsyl- 
vania with another firm, less than 2 per 
cent of the washers had been repossessed, 
against 6 per cent on all other appliances. 
These were indicative of the satisfaction 
Bendix was giving, Mr. Sayres said. In 
Portland 262 Bendix had been sold with- 
out one repossession. 

The 1941 line will have four models, 
automatics at $179.50 and $159.50, Dialo- 
matics at $129.50 and $114.50. 

Parker H. Ericksen, sale promotion 
manager, presented a novel sales cam- 
paign which tied in the work of the 
postman with the retail salesman’s ap- 
proach.  Pliofilm aprons, clothes lines 
tightener, as gifts, plus a correlated tim- 
ing of direct mail and door bell ringing 
have been combined into a new type of 
sales campaign. Some $250,000 will be 


Frigidaire Opens Pittsburgh 


Branch 
DAYTON, O.—A new branch office to 
handle distribution of its products in 


western Pennsylvania and a part of West 
Virginia has been established in Pitts- 
burgh by Frigidaire Division, General 
Motors Sales Corporation, it is an- 
nounced. The newly established branch 
takes over the territory formerly op- 
erated by the Electric Products Cor- 
poration, 

As manager of its branch office, which 


will maintain temporary administrative 
quarters at 404 North Craig street, 
Frigidaire has appointed P. K. Abry, 


who has been associated with the com- 
pany in various sales capacities. Mr. 
Abry, from 1932 until his new appoint- 
ment, was branch manager of the com- 
pany’s Kansas City, Missouri, office. 


| 


spent for advertising during the first si 
months of 1941, he said. 

Increased training of retail salesmen 
with the help of films and other device 
will be undertaken by Jack Frolich, 
charge of this work. 

President D. O. Scott of Bendix spok 
on the patent situation, saying all prey 
ous litigation had been on contractw 
rather than patent matters. The licensing 
of Westinghouse was a step taken bk 
cause Bendix believed the field was larg 
enough for both firms. 

group of “All American” distrit 
tors from coast to coast attended ¢ 
convention. Photos are shown in anothe 
section of ELECTRICAL MERCHANDISING 


PORCELAIN ENAMEL OPEN 
WASHINGTON OFFICE 


CHICAGO—P. B. McBride, presides 
announces the opening of a Washingt 
office of the Porcelain Enamel Institut 
in the Chandler Building on Eye Stree! 
Thomas B. Collins has been made Was 
ington representative. 

Mr. Collins was formerly western sal 
manager for the Alliance Porcelain Pr 
ucts Company and was previously c 
nected with the Kohler Company 2 
with Pierce Butler and Pierce. He 
a construction engineer, having grad 
ated from Massachusetts Institute 
Technology, and is well acquainted wt 
the many problems of adapting porcela! 
enamel to the needs of government | 
partments, especially defense housing 
His special knowledge of plumbing wa 
will give additional emphasis to the 
of formed steel products in the lower 60 
homes for industrial workers. 


Increase in 1940 


Mr. McBride stresses the important 
of close contact with the defense progra” 
and urges all porcelain enameling pla’ 
to make use of this new facility. 4 
points out that sales of porcelain nat: 
eled products showed an_ increase © 
twelve percent from 1939 to 1940. Wit 
this increase the porcelain enameling 
dustry is now working at the highes 
level in its history. Every one 0! 
major appliances used more porc 
enamel last vear than in 1939, The rap 
increase in demand for all kinds of |:ous 
hold equipment in 1941 should show # 
other large increase in the use of orc 
lain enamel. 
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The Sky Speed-way for Modern Merchandising 


KNEW HAD WINNER 


—but we didn't know it was this good! 


‘Wauen we announced the Leonard 1941 line we 
knew we had a great product and an unique fran- 
chising program. But we didn’t know what a sen- 
sation Leonard would prove to be. Now you've 
seen the 1941 products and prices, and the whole 
industry knows: 


“Leonard today offers a combination 
of beauty, advanced features and 
value unbeatable in the field!’’ 


The long list of Leonard features includes the ex- 
clusive Stainless Steel Door Strip, exclusive 5-Way 


TEAR Presto Shelf, glass-covered sliding Crispers and 
Cold Chest and the many other conveniences listed 
fe first below. And the new Hi-Humid models have all- 
eile glass shelves, all-glass freshener compartment and 
- — 8 an entirely new system of refrigeration. Cabinets 
. are big, over-size 634 and 834 cu. ft. sizes. 
ndix spoke 
all prey 
contractua 
“Leonard simplifies the inventory 
aken . 
was larg problem —a complete line in only 
distri seven logically spaced models!” 
tended thy 
in anothet 
.NDISING 
There are only five 6% cu. ft. and two 834 cu. ft. 
models, with prices and features planned to 
cover all income brackets and to provide for 
easy step-up selling. And with greater value built p ; 
OPENS 8: Brand New! 1941 “Hi-Humid” Models 
into every model, prices are as much as $30 lower 
FFICE than last year. Model LH-6 with glass shelves, is brand new! Refrigeration coils in the back, 
side walls and bottom of the food compartment maintain correct humidity 
, president and temperature throughout. No need to cover dishes. The glass -enclosed 
NV ashingt Hi-Humid Food Freshener compartment, provides super-moist conditions 
el Institut ” ’ sos . for leafy vegetables and similar foods. With New Stainless 95* 
Eye Leonard's franchising plans give op- Steel Door Trim. Only $179 
ade Was portunities for real volume—with MODEL 8% cu. ft. capacity $209.95" 
estern sal proof that you can make real money!”’ 
elain Pr 
iously 
mpany a 
~ = Leonard franchises are planned for retailers who 
MODEL LSS-€—"ig (% cu. ft. size! MODEL LS-6—Has f 
nstitute want real volume, real opportunities, and real New gray door caeien olen. te LD-6 plus 5- Way Presto. Shelf. 
ainted wit profits. And Leonard gives PROOF of what rep- moonstone glass Chill Tray under 30% bigger, glass-covered, sliding 
1, — eezin eive es ass COV- 
housing furniture businesses, auto accessory houses, de- sc _Len-A-Light. 114 Sliding half shelf. Only 
nbing wa . planned “Step- Peete Se eS MODEL LR-6 — Has features of LS-6 
partment stores, and others—have accomplished, tine over of plus 50% more ice. Not one but 
lower do! full details are in fered —Assuring las ‘sliding Leon- ers. 4s" 
the 1 1 onar an essert Tray. Deluxe 15 
9 Boo Volume Sales ‘ine Only 
Write or wire about the Leonard franchise to Where Dollar Prof- glass Cold Chest 2 
importan¢ the Sales Dept., Leonard Division, Nash-Kelvin- its are Greatest!“ 
se program ted deli be kitchen with 5-Year P Pla 
ator Corp., Detroit. are for delivery the with s Your Protein Plan 
cility. H 
slain enam; 
mcrease 
940. Wit 
ameling 
the highes 
one ott 
The 
is of |oust 
d show a 
e of 
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DOMINATE 
STOKER SALES 


in your community 
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LINK-BELT COMPANY 
H 2410 W. 18th Street, Chicago, Illinois 


i Please send me details of your stoker dealer sales plan. | 


POSITION 


COMPANY 


ADDRESS 


ASIER SALES... GREATER PROFITS! 
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Cooking Now 


Service men, Miss Francis Armin of Hotpoint says, should know how to cook, 
too, as many service calls arise from lack of knowledge as to the proper use of 
the range. Here is a group doing their stuff under the direction of Miss Bernice 
Lowen and Miss Clara Jahn of the Hotpoint Home Economics Department. 


Try This On Your Electrical 
Friends 


T is obvious that in order to sell an 

electrical range, a salesman must 
have a pretty good idea of its cost 
relative to other cooking appliances 
and must understand its major vir- 
tues, as well as be familiar with its 
probable operating cost. In an en- 
deavor to fitid out how well the elec- 
trical industry of California - could 
qualify as range salesmen, the Range 


| and Water Heater Committee of the 


| $128. 


Pacific Coast Electrical Association 
made a survey of more than 5,000 
electrical men and women. The re- 


sults were somewhat surprising. 

Out of the 5,000 who answered the 
questionnaire, more than 74 per cent 
believed that the operating cost of an 
electric range exceeded $3 monthly. 
They guessed the average selling price 
of an electric range (not installed) 
as $161, estimating the comparable 
cost of an equivalent gas range at 
Just about half of those who 


answered thought that gas was 


faster cooking fuel than electricity 


However, 4,041 said that they pr 


ferred electricity to gas as a cooking 


fuel, listing as their reasons its clear 
liness, safety and coolness. At th 
time they credited gas wit 
greater economy, speed and ease 
installation. 

The 


same 


water 


the original cost and the expense 
operation of an electric water heat 


far too high and fewer of them giving 
their vote for electric water heating 


in their homes. 

It is obvious that the electrical ir 
dustry has not done a good job 
keeping its own members up to dat 


Perhaps an advertising campaign aé- 


dressed to electrical people alone 


the economy, speed and other advan 


ages of electric cooking and wat 
heating would pay good dividends. A 


any rate, it is unreasonable to expec: 


the public to know better than t 
“experts”. 


heating situation wa 
even worse, most of them estimating 


_ Carole Lombard Member 


Of Washing Ma- 
chine Family 


FEBRUARY, 


Not many washing machine salesmet 
when they see the beautiful Carole Lom- 
bard romping across the cinema screen, 
realize that they probably know her 
uncle, Art H. Peters of the American 
Ironing Machine Company, Algonquit, 
Illinois. Carole's granddaddy was the 
founder of Horton down in Fort Wayne 
Ind., and her real name was Jane 
Peters. Art occasionally visits her it 
Hollywood and has a swell time, he say’ 
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The Old Salesmaster :- 


SELL HER ALL-PORCELAIN 


“Some men are rather thoughtless about this business of keeping house. They 
will leave their lighted cigars or cigarettes burning on the top of the refrigerator, 
or set down a jigger glass still damp with liquor—and never think a thing about 
it. Such carelessness is tough on the lady who owns appliances finished in any- 
thing but porcelain enamel because, sure as sun-up, unsightly scars and burns 


will result. 


“Porcelain enamel is the one finish that can be depended upon to withstand all 
sorts of abuse. Not only can it beat the thoughtless husband at his own game, 
but what is more, it stays white—never fades—never discolors. And it is as easy 
to clean as a china dish. 

“You see, porcelain enamel is virtually glass, which has been melted and fused 
on a special metal base at temperatures as high as 1550° F. It is as hard as the 
metal is strong. It can’t absorb odors or moisture. Even live cigarettes or 


boiling beet juice can’t stain or mar it. Never forget, son,—porcelain enamel 
is the /ifetime finish—and the most profitable one to sell.” 


PORCELAIN ENAMEL INSTITUTE, Jnc. 
612 North Michigan Avenue * Chicago, Illinois 
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GENERAL ELECTRIC CH. 
CAGO IN NEW BUILDING 


CHICAGO—With the movement oi | 
sonnel and equipment now complet 
Chicago district activities of the ( 


eral Electric Company and affiliated co; - 
panies, formerly scattered in nine sey. 
rate locations, are now housed in GE ote 
néw $1,500,000 building in Chicago ks 
Occupying an entire city block, ty aye 
structure is seven stories high, of moder sa 
design, and equipped with the latest q 
lighting and air conditioning. ve 


Directed from the new regional head 
quarters building are General Electr; 
sales, engineering, and servicing oper 
tions in 11 midwestern states and par 
of three others, including offices at Dave; 
port, Detroit, Kansas City, Milwauke f 
Minneapolis, Omaha, and St. Louis. 
| One third of the building’s 350.0 
square feet of floor space is allocated ; 
| offices, the remainder being used { 
warehouse, display, and servicing faci 
ties. Occupying the offices are sales a 
engineering divisions of various — 
Electric departments ; Carboloy Co. 


and R. Cooper, Jr., Inc. (G-E “iat 
utor) ; General Electric Contracts Cor; 
General Electric Supply Corp.; ani} 


Locke Insulator Co. 


Winning A Washer 


Winner of the recent Lever Bros. (Rinso 
contest was Mrs. Margaret Collins, 363 
Hempstead Ave., West Hempstead 
L. |. The photo above shows Mrs. Collins 
receiving her award of a Crosley wash 
ing machine presented to her by Wm 
R. Thompson of the Bureau of Washing 
Machine Corp., Lever Bros. Company, S 
Cambridge, Mass. The presentation wes e 
made in the store of Chas. F. Whitehead 

& Sons, dealers of the Crosley products 
at North Grand Ave., Baldwin, L. |. d 


Room Cooler Association Formed 


| WASHINGTON, D. C—A_ 

| Cooler Division has been formed by ™ G- 

Air Conditioning and Refrigerating Vear 

| chinery Association, Inc., reports 5. “f° 
Lauer, ACRMA president. Member 
in the Room Cooler Division will B moti: 
limited to those Association members © 
gaged in the manufacture or sale oi § 
contained room coolers and room @ Fan 

| conditioners in capacities up to 15!" 

| Btu’s per hour. 

| 


The Association states that the pr 
cipal activities of the ACRMA Ro 
Cooler Division will be the compilat 


standard rating and testing and certii 


B 
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A DISTRIBUTOR SALESMAN 
GIVES A FAN DEALER A 
POWERFUL BOOST TOWARDS 
HOT WEATHER PROFITS 


S. (Rinso 
ollins, 363 


empsteac 
irs. Collins 
sley wasn- 
+ by Wm 
Washing 
cor BSell the F ith the Popular N G-E (OU G 
win the Kans with the Fopular Name— — 
THIS POWERFUL 
y products ° ° PROMOTION FREE! 
and Benefit from This Strong Promotion 1. A 10-color action Window Dis 
play that will stop ’em, hold ’em 
and sell ’em. 
J : 2. Handsome Catalogs crammed 
— Here’s the big fan news for 1941! A new group Because they’re the most complete line of fans in with facts and illustrations that 
| Formes Blof ices! America. build sales. 
. Fans to sell at lower _— 3. Direct Mail Pieces that “get in 
~é . Now, with this new low-price group, G-E Fans the door” of homes, stores, 
med by G-E Fans are "way up there in sales every P offices. 
cating wae will move faster than ever—bring you more Mate that 
Because they’re known through advertis- profit than ever! Get the cheerful story from your 
Members mg. Because they’re pushed by powerful pro- G-E distributor salesman. Hitch up with the is“hot.” 
on wii “Bmotion. Because the public accepts them as tops. leader and go to town with G-E Fans this summer! 5. Powerful National Newspaper 
xembers Ads in over 175 key cities—run 
sale of st when you need them—in local 
room, 3 Fan Sales Section, Appliance and Merchandise Dept., General Electric Co., Bridgeport, Conn. hot weather. 
» to 15,4 
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Upper: There is a Belden 
Unbreakable Soft Rubber 
Connector for every type of 
electrical service. 


Lower: Belden Soft Rubber 
Strain Reliefs protect cord 
and electrical connections at 
the “other end.” 


The Cord 
Will it take 


? 


on the products 


you sell 


Be sure the products you sell are free 
from CORDITIS.* 


Y Check the Plug. 
Y Check the Cord. 


¥Y Check the Connector or Strain 
Relief. 


It takes these three parts to make a 
complete modern electrical cord. 

Complete Belden cords eliminate a 
costly service nuisance. They enable 
you to capitalize the acceptance of mil- 
lions of customers who have been pre- 
sold on SAFE CORDS by Belden na- 
tional advertising. 

You can get Belden Corditis- Free 
Cords on all types of appliances you sell. 


Check all three parts—specify Belden. 


*CORDITIS—a dangerous disease of electrical 


cords; the symptoms are frayed wire and broken 
plugs. It causes severe mental irritation and 
violent nervous disorders among electrical 
appliance users. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago, Illinois 


CORDITIS-FREE ELECTRICAL CORDS 
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Punishment 


Arthur T. Lewis, advertising manager, St. Charles Manufacturing Co., St. Charles, 
lll, presents Spring advertising plans before the firm's first general sales 
conference. The company began its sixth year in January. 


R. A. MacNeille, president, St. Charles 
Manufacturing Co., welcomes sales su- 
pervisors and dealers to the firm's gen- 
eral sales conference at St. Charles, Ill., 
recently. 


ST. CHARLES MFG. 
HOLD FIRST SALES 
CONFERENCE 


ST. CHARLES, Ill—St. Charles 
Manufacturing Co., makers of custom- 
built steel cabinets “tailor-made” for the 
home kitchen, began its sixth year in 
January with the first general sales con- 
ference in the firm’s history. Before the 
entire sales supervisory staff of the com- 
pany, officials revealed merchandising and 
advertising plans for 1941. 

R. A. MacNeille, St. Charles president, 
Philip P. Mosher, sales manager, and 
Arthur T. Lewis, advertising manager, 


conducted the three-day conference. 
A. W. Seiler, president, and C. W. 
Faude, vice-president, of The Cramer- 
Krasselt Co., Milwaukee, St. Charles’ 


advertising counsel, assisted in present- 
ing the new advertising program. 

For the Jan. 6-8 meeting, St. Charles 
district supervisors representing  terri- 
tories in all parts of the country were 
joined by a number of larger dealers. 

Sales and advertising plans for 1941, 
the most extensive in the firm’s history, 
include advertisements in four national 
home-service magazines, new direct-mail 
literature, and mew _ merchandising 
materials. 


HOUSEWARES SHOW 
JULY 13-18 


NEW YORK—The annual House- 
wares Show, sponsored by the New York 
Housewares Manufacturers Association, 
will again be held in the Auditorium at 
Atlantic City, N. J. It will begin on 


Sunday, July 13th and continue through 
Friday, July 18th. 
FEBRUARY, 


Philip P. Mosher, sales manager, St. 
Charles Manufacturing Co., outlines 
1941 sales plans before the firm's gen- 
eral sales conference attended by staff 
supervisors and dealers. 


Last year’s show—the first to be heli 
at Atlantic City, was a record even 
There were over 400 exhibitors, and « 
all-time high attendance of more that 
5,000 buyers. Both exhibitors and buy 
ers unanimously approved the “ope 
booth” show. Not only could buyers se 
more and get around faster, but the added 
comfort of doing business in the sea-a 
cooled Auditorium made trading a re 
pleasure. 

“It was not surprising, therefore,” 
ported Flo English, executive secreta‘ 
of the Association, “that many buyer 
enthusiastically requested that the 1% 
Show again be held at Atlantic City. ! 
fact, a number of Buyers’ Clubs pass¢ 
resolutions calling on the Association ! 
do so. And exhibitors were no |e 


| unanimous. 


M.K.B. Awards in Water 
Heater Salesmen's Contest 


NEW YORK—Shooting at the pr 


| money in The Modern Kitchen Bureat 


| 1940 Retail Water 


Heater Salesme 
Contest was—notably for Wis 
Electric Power Company, Milwai 
one-two-three proposition. 

1. First prize for the first half of t 
year’s contest was awarded to the lett 
written by Carl I. Hellen, of Wiscon’ 
Power. 

2. First prize for the Fall Contest we 
to Fred J. Wrobbel, also of Wiscom’ 
Power. 

3. The Grand Prize for the entire y@ 
also goes to Fred J. Wrobbel, comp“ 
ing a triple triumph for the same 
ganization. 

Harold L. Martin, manager 0! ' M 
Bureau, points to a greatly increased 4 
tivity on the part of water heate™ 
men throughout the entire year. Tl 
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NDISINS 


MASTER MODELS WITH INTERCHANGEABLE FEATURES 
THAT PUSH SALES UP AND HOLD INVENTORY DOWN 


ELECTRICAL MERCHANDISING—FEBRUARY, 1941 


INCLUDING PRICE! 


... and the price packs a profit. 


Florence has gone to town with its new electric ranges. Compare 
this de luxe model—feature by feature—with other top-quality 
ranges: you'll find all the important refinements that women ask 
for. It’s a quality job that you can recommend and sell with the 
utmost confidence. 

Interchangeable accessories give you a four-to-one ratio of 
sales to inventory in this and other Florence Electric Ranges. Go 
Florence in ’41 and make a profit in the electric range business! 


@4-\T's GOT ALL THE 
“BIG TIME” FEATURES 


One-piece welded frame—full porcelain 


One-piece top and backguard—acid-resisting white 
porcelain 


Modern design, standard dimensions; sets flush 
to wall 


Three 5-heat TK surface units 
De luxe deep well cooker, 5-heat unit 


Switches and pilot light on front panel—appliance 
outlet on backguard 


. Extra large, welded, one-piece oven-broiler, por- 


celained and fully insulated 


Hydraulic-type Wilcolator thermostat with Auto- 
matic Preheat Selector 


Non-tipping racks 


. De luxe smokeless-type broiler grille 


. Balanced drop door with double Tuf-Flex glass 


sight window 


. Oven illuminated—controlled by door and button 


. Spacious compartment for keeping food warm 


. Two utility drawers—noiseless rollers 


. . Seth Thomas self-calculating automatic three-way 
timer for control of oven or cooker or appliance out- 
let. Has lamp, condiment set, time reminder. Optional 
equipment. Other accessories interchangeable 


FLORENCE STOVE COMPANY Genera! Offices 
and Plant: Gardner, Mass.; Western Offices and Plant: Kan- 
kakee, IIl.; Sales Offices: 1458 Merchandise Mart, Chicago; 


45 


E. 17th St., New York; 53 Alabama St., S.W., Atlanta; 


301 N. Market St., Dallas; and 2730—16th St., San Francisco. 


FLORENCE STOVE COMPANY 
Gardner, Massachusetts 


Please send me free your catalog showing new line of Electric 
Ranges. 


Company 
Address 


Mark for Attention of. 
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“Haven't 
Had Such 
Commissions 
Since I’ve 
Been 


Selling....” 


ATELY I’ve been selling more and more appliances 
—double what I used to sell. I'll let you in on how I do it— 
at least, here’s one of the ways. I mention to prospects that 
my machines have G-E motors on them. People know the 
G-E name and prefer products equipped with G-E motors.” 


When you tell a prospect that your appli- 
ance is equipped with a G-E motor he has 
the feeling that the machine is high quality 
throughout. This helps you sell more units. 


Surveys prove a preference for General 
Electric. When appliance dealers were asked, 
‘‘What makes, or brands, of electric motors 
in your opinion would make it easier for you 
to sell appliances?”’, 84 per cent named 
General Electric. 


GEN ERAL ELECTRIC 


G-E motors for washers and ironers are 
“lifetime” lubricated—each motor has 
sufficient lubricant to last for the life of the 
machine on which it is first mounted. 


G-E MOTORS HELP YOU SELL 


Specify G-E motors for the appliances you sell. They will help you 
move more units. For more information about these motors contact 
the nearest G-E office or write General Electric, Schenectady, N. Y. 


GENERAL 4 ELECTRIC 
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| a janitor anyway. 


Two Tough Sales 


largest heaters capable of turning out 
well over two hundred gallons of 150 
degree water per day on the off-peak 
rate. 

The prospect was a neighborhood 
bank whose manager was not entirely 
satisfied with their present equipment 
and suspected their cost of operation 
was too high. He wanted to cut costs, 
but if he changed equipment he had to 
prove his reasons for doing so to the 
Board of Directors. I realized that 
many of the usual sales arguments 
would be of little avail for he was 
conservative and unemotional. I could 
not appeal to the firm’s pride of own- 
ership or to their affection for loved 
ones. Appearance of equipment meant 
nothing for it was practically hidden 
from view. Lack of oxygen or the 
presence of fumes from the combus- 
tion types of equipment would affect 
no one for the basement was spacious 
and but little use. He had no evi- 
dent fear of faulty operation of com- 
petitive equipment and I gained very 
little by mentioning that accidents due 
to overpressure, faulty valve and valve 
operation, and clogging of heating 
equipment caused explosions and 
heavy damage, even though I offered 
proof backed up with a number of 
pictures of such accidents. Even the 
convenience argument was modified 
in its appeal for they were paying 
This left me but 
one argument—the strongest appeal of 
all—economy of operation. Nothing 
but proof would satisfy him and the 
Board, and some members of the 
Board favored various other types of 
equipment which they used in their 
factories and homes. 

I admitted that in his position of 
trust his decisions would be open to 
severe criticism if his judgment was 
faulty, and that I would not be guilty 
of any misrepresentations that might 
lead him to any such decision, and 
when he bought an electric water 
heater it would be only after he was 


| sure it would operate at a saving. 


Their present heater, a well known 


| storage type of fuel heater which had 


been in use for the past five years 


“IS THAT ELECTRIC WATER HEATER 


MISS 


CONTINUED FROM PAGE 3! 


and had given an adequate supply a 
a cost of $9.00 per month, furnished 
water at 120 degrees average tempera- 
ture to eight office basins, two slop 
sinks and four double lavatories 
(There wasn’t any preheating or tem- 
pering tank in use.) The usual meth- 
ods of estimating gallons used could 
not be relied on for there wasn’t any 
way of telling how much the offices 
used, and the supply pipes were long 
and often concealed—so any estimate 
on wasted gallons of hot water was 
practically impossible. 

I pictured the efficiency of the elec- 
tric water heater and explained how 
it operated as well as the low upkee 
cost throughout a fifteen to twenty 
year period. The long wearing quali- 
ties of the heater were also a strong 
argument. The heavy copper treated 
steel tank impressed him with the 
heater’s durability. The fact tha: 
heat was never applied to the meta 
and that the heat never had to pene- 
trate scale or sediment causing loss oi 
efficiency carried much weight in his 
formative opinion. 


Recalls Experiences 


I recalled his own experiences in 
the past and compared the $250.00 in- 
vested in our durable heater with th 
$250.00 they had invested in the past 
eleven years in unsatisfactory and far 
less durable equipment. I helped hi: 
to visualize this heater servicing his 
building successfully. On this firs 
meeting I made it known that I did 
not want any business that was not 
earned on merit alone, and that he 
would have to work with me if he 
wanted to effect a saving and fee 
sure that electric water heating was 
the answer to a definite worthwhil 
saving in operation that would over- 
shadow the cost of equipment. Hi 
seemed to feel the earnestness of m 
appeal and cooperated by allowing me 
to install a water meter on the col 
water line as it entered their present 
heater. In this way I could gather 
reliable data on their present hot 


water usage. 


| SOLD YOU WORKING SATISFACTORILY, 
SHAW?" 
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For more than a month I called as 
regularly as possible during the noon 
hour and carefully noted the readings 
of the water meter and the fuel meter, 
using a thermometer to test the water 
temperatures which had a range from 
115° to 135° F. I also noted the tem- 
perature of the cold incoming water to 
be 54° F. On one of my visits I 
found a good location for the heater 
which would save about twenty feet 
to two risers without affecting any 
others. 


Business Hour Load 


The consumption of hot water in 
this office building takes place during 
business hours only. Saturday after- 
noons, Sundays and holidays see little 
or no use of hot water, still it is 
necessary to have hot water available 
in case some of the doctor tenants 
or the janitor need it. Right here is 
where I found my strongest sales argu- 
ment and perhaps it is what finally 
clinched the sale. Here were 87 days 
or 24 per cent of the entire year that 
any systems other than electric would 
be heating water needlessly; 24 per 
cent of additional waste heaped upon 
their less efficient units. The efficient 
electric water heater would have only 
to recover its small standby losses 
wer this 24 per cent period, while 
the suggested summer-winter hot 
water system connected with the coal 
stokered boiler would have to main- 
tain the boiler water and the storage 
tank water at high temperatures sum- 
mer and winter with terrific loss of 
heat by radiation. If they used a 
large range boiler along with their 
heating plant, it would necessitate 
keeping over 100 gallons of water at 
un average of 150° all the time, and 
if they used the heating plant without 
a range boiler they would have to 
keep the water in the auxiliary jacket 
at practically steam temperature in 
der to obtain rapid recovery on 
heavy hot water demands, which in- 
creased inefficiency would make up for 
losses by radiation on a storage tank. 
Where hot water is drawn constantly 
day and night for 365 days a year 
coal water heating is also reasonable, 
but this was different and I made the 
most of this argument to prove that 
they could not expect economy from 
the coal method nor from a separate 
coal fired water heater for the same 
reason. I might note here that oil 
water heaters were also considered but 
they lost their opportunity when they 
could not prove trouble free operation 
and because they could not supply 
proof of their ability to outlast auto- 
matic fuel water heaters with which 
the buyer was disappointed. The 24 
per cent period of non-use entered in 
m the argument against their effi- 
‘iency also, in that their standby 
losses were much greater than electric. 


95 Gallons a Day 


One day a week the gallonage ap- 
proached 200 per day, but the average 
laily gallonage seven days per week 
was 95 gallons at a temperature of 
125° F, average, a rise of 71° F. over 
he 54° F, incoming cold water. 
‘ice our approved storage type elec- 
‘tie water heaters operating on the off 


peak rate can raise 3.7 gallons of 
water 100° F. per kilowatthour con- 
sidering all heat losses, 95 gallons at 
100° F. rise would take 25.7 kilowatt- 
hours per day of 783.85 kilowatt hours 
per 304 days. At 8/10c. per kilowatt 
hour this would cost $6.27 per month. 
However, a rise of 71° F. was all that 
was required so the cost would equal 
71 per cent of $6.27 or $4.45 per 
month. The fact that such a thorough 
study was made of the present heating 
equipment and a definite figure could 
be arrived at, greatly influenced the 
Board of Directors to agree with their 
bank manager whose convictions now 
favored electric water heating. This 
would save them $4.50 per month— 
$54.00 per year. No wonder the heater 
question was settled at the next board 
meeting, for the economy of the elec- 
tric water heater had been proven. 


Mentioned in Report 


The order may have been difficult 
to get, in that it had to be earned, 
but it was worth the effort for six 
months later the bank published its 
managers’ report to the stockholders— 
a sixteen page booklet which was 
given wide circulation among its de- 
positors and other friendly and asso- 
ciated banks. In this booklet was a 
paragraph given to the electric water 
heater—it said, “During 1939 the sec- 
ond floor of the building was fully 
rented for the first time in many years 
—we installed an electric water heater, 
which reduced by more than 60 per 
cent our previous water heating ex- 
pense.” This certainly proved I had 
been correct in my estimated cost and 
had kept faith with this buyer. We 
now have three large banks in our 
community using electric water heat- 
ing who save from 30 to 60 per cent 
in their water heating costs. I cer- 
tainly was pleased when my most dif- 
ficult sale became by most convincing 
testimonial. 


Buffalo WPA Surveys 
Appliance Saturation 


BOUT 50.6 per cent of all Buffalo 
dwelling units have electric re- 
frigerators; 1 per cent, gas or kero- 
sene refrigerators and 43.1 per cent 
buy ice, a survey made by the WPA 
in Buffalo, New York, revealed. 
This 296 page report was done 
under the direction of Edwin G. 
Speyer, planning consultant of the 
Common Council. It brings out the 
fact that 93.9 per cent of Buffalo’s 
families cook with gas ranges while 
4.8 per cent use electricity. It was 
revealed that 445 homes still use gas 
light and 125 are not connected to 
either gas or electric utilities. About 
one-fifth of the homes in the city are 
poorly heated. Some 41.6 per cent of 
the homes were found to be heated 
with warm air furnaces and 17.9 per 
cent had either steam or hot water 
systems. A breakdown of the sections 
of the city which were lacking in 
appliance comforts was compiled, and 
reveals the most fertile territory for 
house to house solicitation. 
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Streamline — Western Style 


NAME - QUALITY - OPPORTUNITY 


TO GET THE BIG SHARE OF ( 


OIL HEATER SALES 


® Coles Hot Blast for 55 years has done a tremendous amount of \ 
missionary work for you in selling a name—in establishing quality— 
in building an opportunity. Today . . . all over the country ... 
dealers say . . . “Coles Hot Blast has increased my sales 27°, over 

last year.” 
@ You can make Coles Hot Blast Oil Heaters do a real profit job 

for you—5 models in a price range to suit every buyer. Each type { 
available with two force fan circulators—a floor warmer and a ) 
sprayer heater. 
@ All models compact and finely styled, each with special and 
patented features that are getting wide public acceptance. 
® The Cole Hot Blast line includes Gas and Coal Heaters to make 
a well-rounded line. Get Dealer Catalog No. 119 NOW—read 
about the line—find out about free dealer selling helps. \ 


COLE HOT BLAST MANUFACTURING CO. 


3108-26 WEST 51ST STREET CHICAGO, ILL. 


OIL 


GAS 


COAL 
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This so-called “piano wagon" is an up-to-date trailer unit used by the May 


Music Company in its electrical appliance merchandising, too. 


It visits the 


surrounding country and is used for demonstrations. 


ness. Record demonstration rooms are 
also at this level. 

On the second floor of the building 
is a home laundry room. This is pro- 
vided with hot and cold water, and 
two set tubs, so that washer demon- 
strations can be given right in the 
store. Two Bendix machines are con- 
nected for demonstration. As a result 
of having this room it has been pos- 
sible for the 


store to make many 
washer and ‘Bendix sales without 
home demonstration. The salesman 


calls for a good prospect, takes her to 
the store in his automobile, together 
with her soiled wash in a basket, and 
proceeds to do the woman’s own laun- 
dry in one of the Bendix machines, 
while the customer sits in a comfort- 
able chair listening to the sales talk. 
They are then returned home with the 
damp dry clean cloths—and the sale 
is closed. Not infrequently two house- 
wives will be present at the same time 
while their wash is being done in the 
two machines. This is not a bad fea- 
ture, for they rather pride themselves 
on passing on friendly comments on 
the process to each other and some- 
times help in making up each other’s 
minds. 


Sells Throughout Year 


Mr. May believes in having a good 
plant — and then an _ organization 
streamlined to fit it. In line with the 
remodeling of his store, he has also 
readjusted the alignment of his sales 
force, dividing this also into depart- 
ments. This, he has found, saves 
a lot of waste activity and makes for 
a better rounded sales picture. Form- 
erly the entire sales force devoted its 
energies first to one appliance and 
then another, staging so-called drives 
at appropriate seasons of the year. 
This was effective in a way, but it 
also meant that in between times the 
appliance not in the spotlight was 
somewhat neglected. Experience has 
shown that although there are seasons 
of the year when refrigerators are 
more in demand than other times, it is 
nevertheless possible to sell them 
throughout the year, if some one is 
concentrating effort to that end. By 
having a man whose major interest 


is refrigerators at all times these in- 
between sales are not overlooked. 
Special drives in which all join are 
still kept up, but the specialist never 
neglects his own line even in the midst 
of other promotions. 

One of the unique features of the 
store’s merchandising adapted to 
meeting the needs of a sparsely settled 
state, is the “Music Box,” a trailer 
which is a complete music store on 
wheels. More recently a 110-v. gen- 
erating plant has been added, with 
air conditioning, automatic oil heat 
and running water. This trailer has 
visited 95 per cent of the junior high 
and high schools of the state, where it 
serves as a center of musical interest, 
helping to organize school music ac- 
tivities. Bernie May is credited with 
having been responsible for the organ- 
ization of the majority of school bands 
in the state. He personally has con- 
ducted educational assemblies in more 
than sixty of the New Mexico schools 
and his assistants have conducted 
music aptitude tests and talked in as 
many more. He has now added a 
“Piano Wagon” to the store’s equip- 
ment. This is planned to bring heavy 
equipment to country districts where 
display and deliveries would alike be 
difficult. 

The electrical department is not yet 
as statewide in its activities as the 
musical end of the store, but it is con- 
stantly spreading out. Already some 
electrical merchandising is being done 
through the Music Box and the Piano 
Wagon. Several times last year com 
plete truck loads of refrigerators an¢ 
washers were taken out in this way 
to small communities and successiully 
merchandised. The Piano Wagon is 
used frequently to display electrica! 
merchandise in surrounding 
communities. Where it seems desit 
able, the appliance is left in the home 
for demonstration. A second round 0! 
the wagon later closes the sales ané 
picks up any equipment on which the 
answer is unfavorable. 


Customers’ Complaints 
The store has adopted an extremely 


generous policy in dealing with cus 
tomers’ complaints—what Bernie May 
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alls a “take it back” policy. In other 
yords, he is always ready to rectify 


h fault with cheerful promptness if the 


ystomer is dissatisfied. This some- 
imes costs money in the individual 
ase, but in the end, he feels sure that 
t pays. For the customer does appre- 
iate what has been done and tries to 
make it up by making further pur- 
hases and passing on the word to 


ners. 


Negroes on Staff 


Albuquerque has a large Mexican 


pnd negro population—and an inter- 


sting experiment which has proved 
nost successful has been the addition 
f a negro salesman to the staff to 
ake care of customers who might feel 
nore at ease in dealing with one of 
heir own race. The man is an ex- 
remely intelligent negro of a high 
ype, and an ace salesman in his own 
ight. He gets along well with the 
est of the staff, occasionally selling 
ustomers “on the other side of the 
racks” as well as his own group, 
vithout resentment on the part of the 
thers. The innovation was looked 
upon with considerable skepticism by 
ther dealers when it was first tried, 
mit since has proved so successful 
hat some other stores have followed 
his lead. 


v's Music 


May's "Music Box," another trailer unit 
of the company has travelled 25,000 
miles in four years. Norman Butler, 


manager of the May music department, 
is shown at the right. 


Practically all of the field selling is 
lone on a direct follow-up of leads— 
rom old customers, or from store 
ips. Occasionally a survey of former 
ustomers will reveal that they are 
tady to make other purchases. Mr. 
lay does not believe in door-to-door 
Id canvass work, experience having 
ught him that in this district the 
usewife is already pestered by so 
any doorbell and telephone calls of 
his type that one more simply annoys 
er, 

He does believe in service—and the 
tore’s service department is one of its 
host important features. Says Mr. 
lay: “The best way to build any 
usiness is to sell quality merchandise 
‘ reasonable prices, and above all to 
ve service after the sale. By giving 
i¢ best of service we keep in contact 
‘ith our customers and have success 
n ‘using the user’ plan.” 

Distances are great in the West and 
in the air” at present are plans for 
‘¢ addition of an airplane to the 
‘ore’s equipment. This will permit 
etic May to join the Music Box 
id Piano Wagon from time to time 
len it is out on its trips, and then 

fly back to Albuquerque in order 
keep things moving at headquarters. 
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NOW FOR THE FIRST TIME YOU CAN PUT A 


G-E DISPOSALL 


IN PRACTICALLY EVERY SINK! 


New Size Model Opens Vast New Market! 


Here’s GREAT news for home appliance re- 
tailers! The G-E Disposall is now available in a 
new size that fits the standard 31/, in. sink drain 
used by all leading plumbing ware manufac- 
turers. Think what this means! The million new 
homes built during the past three years are 
prospects for the Disposall. Millions of older 
homes have sinks that the Disposall now fits. 


The G-E Disposall is a household appliance that 
meets a national need. It has worlds of sales 
appeal—is low-priced—and is a grand demon- 
strator. Better yet, it is non-seasonal, non-com- 
petitive—no trade-ins, no “deals”. 


A far-reaching national advertising campaign is Housewives GO FOR This Modern Way 
now under way on the new G-E Disposall and of Disposing of Garbage Electrically! 
GE Sink. oF lenty The G-E Disposall ends messy accumulation of gar- 
righ oo oer ony . ‘ bage by disposing of food waste right at the sink. 
For complete information consult your G-E Dews che opening ge peslings, pies, 


bones and all, into the Disposall, where they are 
reduced to a pulp and washed away like water! 
Thousands of satisfied users the country over. 


GENERAL @ ELECTRIC 


distributor right away! General Electric Co., 
Department S-132, Bridgeport, Connecticut. 
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SHOW 


THE NEW 


ARMSTRONG IRONER 


WITH EVERY WASHER 


@ Here's the sure-fire plan that makes the sale—Everv time you sell a washer. send 
along a new Armstrong DeLuxe Ironer for a free trial. Any housewife can operate 
it without special instructions and few of them 
will let the Armstrong go after they have done 
a week's laundry on it in one-half the usual 
time. 


If sale is not made, you have nothing to lose, 


SENSATIONAL — Low Priced 
IRONER TABLE 


*Modern 


as you are not put to any refinishing expense design fin- 
and as we supply a new cloth cover. ished in 
The Armstrong DeLuxe is today’s biggest ironer 4 


value. 2l-inch roll, thermostatic 3-heat con- 
trol. Approved by Underwriters’ Laboratories. 
Retails at $29.95. 


white en- 
amel. Plenty 
of knee 
room. 
Shelf be- 
neath to 
store ironer 
when not in use. A big price leader 
to feature in advertising. 


Wire or write for complete details to Dept. EM. 


ARMSTRONG PRODUCTS CORP. 


HUNTINGTON, W. VA. 


to MANUFACTURERS’ AGENTS 


As a service to the electrical appliance 
industry, ELECTRICAL MERCHANDIS- 
ING maintains a record of all manu- 
facturers’ agents serving the appliance 
field. 

These records are revised periodically, 
at this time. 

If you are not now listed with ELEC- 
TRICAL MERCHANDISING, or if you 
are listed, but the status of your business 
has changed in any way, as covered by 
our records, write at once, to 


ELECTRICAL MERCHANDISING 


Business Department 


New York, N. Y. 


330 West 42nd Street 
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Fast and Efficient 


CONTINUED FROM PAGE 35 


At the Journal workshop, cooking per- 


formance and convenience in use are 


considered. 


burg steak which took 38 minutes to 
broil five years ago is broiled in 12 
minutes today. Many broilers five 


years ago had somewhat less than half | 


their space evenly heated. Today’s 
broilers have as much as 97 percent of 
their area usable. So instead of hav- 
ing to move the chops back and forth 
to and from the center of the pan, or 
turn the steak around if it’s any size 
at all, you can fill the broiler with an 
entire meal or meat for a crowd and 
move the food only to turn it over. 
Any woman who is fond of broiled 
food will tell you that this means 
something. And today’s units do the 
broiling on less current, providing 
savings in broiling costs of as much as 
4 cent less on one use. 

Five years ago we commented in 
our range reports that the low heats 
provided weren’t low enough. Vege- 
tables boiled vigorously and water 
boiled away after units were turned 
down, instead of cooking steadily 
without too much loss of moisture as 
they do today on low. Today slow 
cooking on low heat is the rule and 
there is also a still lower low on some 
ranges which gives enough heat to 
keep food warm or to melt butter and 
chocolate without burning and with- 
out wasting heat. 

At that time, we pointed out that 
ovens didn’t brown evenly and that 
foods were sometimes too moist—sort 
of steamed. Today, we say of these 
same ranges, “Baking results are ex- 
cellent in every way.” 

We noted cracks at the back of 
cooking tops. Today, these have been 
eliminated with the one piece enamel 
top. We found units hard to clean. 
Today, they are very easy to take 
care of. Timers have been made easy 
to operate; lights that signal the in- 
tensity of heat and indicate what unit 
is on are found in some ranges; heated 
warming compartments and storage 
drawers have been made better than 
ever and are more generally available; 
and recipe and instruction books tell 
a woman better than before more of 
the things she needs to know. 
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OF PLAYING PUSHCART 
| WITH A LAWN MOWER 


ROBERTON 
POWER MOWER 


ELECTRIC @ GASOLINE 


@ Home owners with 60-ft. lots, or 
bigger; establishments with lawns up 
| to three acres—they’re all fine pros. 
| cts for Roberton Power Mowers. 


lectric or gasoline. 
Easy for even a boy to 
use. Low operating cost. 
Light, sturdy, and pre- 
cision-engineered. 


Here’s a profit line! 


* 
Write today for color 


pictures, full descrip- DELUXE 
tions, and prices. ELECTRIC 
a Also Stand- 


ard Electric 
and Gaso- 
Models; 
Roberton. 
Dumore Elec- 
tric Hedge 
Trimmer. 


ROBERTON MFG. CO., DEPT. ED 


Michigan City, indiana 
Exclusive Makers of Power Mowers for Homel 


“Tested Readership” Means 


Greatest 


Advertising Value 


Testep READERSHIP, as an attribute 
of each and every McGraw-Hill Pub- 
lication, gives the advertiser who 
buys space in Electrical Merchan- 
dising another logical evaluation 
factor in addition to the A.B.C. and 
N.LA.A. Statements. It gives you 
extra assurance that here is a mag? 
zine with a vitally interested body 
of readers whose needs and interests 
the editors know and serve specifi 
cally. 


It means, too, that if the advertiser 
will follow the editor, and product 
informative sales messages tied-in 
to the same needs and problems of 
the reader, the advertising will be 
more widely read, and will be effec: 
tive in carrying a _ substantially 
larger share of the sales burden. 


A McCRAWHILL PUBLICATION 


ELECTRICAL MERCHANDISING 
A McGraw-Hill Publication 
330 W. 42nd St. New York, V. Y: 
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CORD SET 
WITH 


GE3062 SEALED-IN CORD SET 


Here’s a G-E heater cord 
set you'll be proud to sell. It 
has eight distinct features that 
make it outstanding. 


1. Sealed-in from end to end 
—nothing to loosen 

2. All-rubber plug cap mold- 
ed on cord 

3. All-rubber strain relief and 
cord protector molded on 
cord 

4, Conductors welded, not 
soldered, to contacts in 
plug and cord 

5. Heater plug contacts sil- 
ver-plated to resist corro- 
sion 

6. Contacts in heater plug 
molded in heat-resistant 
rubber 

7. 10,000 cycle high-grade 
asbestos heater cord 

8. Cord is 8 feet long with 
No. 16 extra flexible con- 
ductors 


Needless to say your cus- 
tomers will like this cord set. 
Your store will become a 
heater cord set headquarters. 
And incidentally the satisfac- 
tion this cord set gives your 
customers will bring them 
back for other merchandise. 


Stock this heater cord set 
immediately if you are not 
carrying it Jr x Other G-E 
“over-the-counter’’ devices are 
available, too. See the nearest 
G-E Merchandise Distributor 
or write Section D-1282, 
Appliance and Merchandise 
Dept., General Electric Co., 
Bridgeport, Conn. 


GENERAL 
ELECTRIC 


LAUNDRY CLINIC 
BASIS OF EASY'S 
SPRING CAMPAIGN 


Campaign Launched 
With P & G Drive 


SYRACUSE, N. Y.—A home laundry 
clinic prepared with the aid of leading 
women’s magazine editors will be the 
spearhead of Easy Washing Machine 
Corporation’s spring promotion, which 
will start February 20th throughout the 
country. Based on service benefits that 
will help women solve their washday 
problems, this educational campaign has 
been received enthusiastically by editors 
of trade and national magazines, with 
whom it has been discussed. 


Tie-Up With Oxydol 


Launched in conjunction with the an- 
nual Easy-Oxydol cooperative drive, the 
clinic promotion will feature the right 
soap and the right washing method in the 
right washer. An automatic washing 
guide which at the turn of a wheel shows 
the solution to 35 washday problems, is 
offered dealers to use as a give-away 
at the clinic. First, second and third 
prizes of $250, $100 and $50 in cash and 
ten other cash prizes will be awarded 
dealer winners in the Easy clinic display 
contest run in connection with this cam- 
paign. Every entrant will be awarded a 
$6 case of Oxydol. 

This year’s spring promotion includes 
many of the ideas launched by Easy in 
the campaign in which Easy dealers in 
March and April of last year sold more 
Spindriers at $100 to $170 than in any 
similar period for the past ten years. 
Emphasis this year is again on selling 
higher priced models to upper and middle 
income families, by whom, an Easy sur- 
vey reveals, most washable “extras” are 
sent to the cleaners. 


Cleaning Costs Dramatized 


A display piece, in full color, of a 
cut-out figure holding in her arms a 
model home decorated throughout with 
washable fabrics, has been developed to 
dramatize the cleaning costs that can be 
eliminated through use of washable fab- 
rics in the home. Actual samples of 
fabrics pictured in the “washable home” 
are mounted on the display. A window 
poster also has been patterned after this 
display. Other floor displays containing 
swatches of well-known fabrics are a 
dyes-and-finishes chart and a shrinkage 
prevention demonstration. Charts on the 
Easy line show how the correct washer 
is essential to use of the clinic ideas. 

“Spring Cleaning News” is the name of 
an 8-page tabloid circular containing 
articles on washing problems and house- 
hold hints. A revised edition of the Della 
T. Lutes booklet that proved so popular 
last year and a clinic program booklet, 
containing a check-chart to help the 
housewife estimate her possible savings 
in cleaning costs, are also included in the 
dealer materials. 


National Advertising 


The promotion will be announced to 
consumers in a lead-off full-page adver- 
tisement in the February 22nd Saturday 
Evening Post, on the newsstands Feb- 
ruary 19th, and in the Ladies’ Home 
Journal and Good Housekeeping. In ad- 
dition to this extensive advertising by 
Easy, Proctor & Gamble will use full- 
color advertisements in 131 newspapers 
and will feature the clinic on 182 radio 
stations carrying the P & G daytime and 
evening radio shows, “Ma _ Perkins,” 
“The Goldbergs,” “Road of Life,” “The 
Man I Married,” and “Everyman’s 
Theater.” One of the largest promotions 
in the home laundry field, radio and 
printed impressions will have a frequency 
of 5 messages for each family in the 
United States. Free newspaper mats and 
special 1 and 2 column Oxydol tie-in 
slugs are offered dealers. 


LECTRICAL MERCHANDISING—FEBRUARY, 1941 


See what VICTOR has produced to make Fan 


history in 1941, in beauty, in value, in profits. 


See the greatest little 8’ price leader fan on 
the market. You'll sell ’em by the hundreds. 


See the new 10” Vagabond with the new “fan 


flare” blades—new beauty at a popular price. 


See the husky 12’ Vanguard with more fea- 
tures at a lower price than any 12” fan you've 
seen vet. 


See the Viceroy with the ““Magimatic’”’ shift. 
See the complete VICTOR Miracle Breeze 
Line and you'll know why we are telling you 
to SEE VICTOR before you choose your 
1941 fan line. 


SEE VICTOR 


Important: 


Your Jobber is ready to show you VICTOR Miracle Breeze 
Fans with full, complete details of this great new 1941 line. 
You will make money selling VICTOR in 1941. We mean it. 
Call your VICTOR Jobber now, or write us for his name. 


VICTOR ELECTRIC PRODUCTS, INC. 
Dept. J-1102 2950 Robertson Avenue 
CINCINNATI, OHIO 


ASK YOUR JOBBER_ 
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RANGE SALES / 


Tiree 
PROFITS 


WITH THE 
CHROMALOX 
SUPER-SPEED RANGE UNIT 


Step your sales up to a new 
high with Chromalox-equipped 
ranges. 

Sell Chromalox “two-units- 
in-one” economy, which per- 
mits the right heat for every 
size utensil and saves money 
every time a small utensil is 
used. And sell the further 
economy of Chromalox Con- 
tact Cooking—all the heat 
flows straight to the utensil. 
Chromalox has 100 to 250 
percent greater contact cook- 
ing surface than any other 
metal-encased unit! 


Show your customers the clean- 
est range unit of all. The flat top 
is simply wiped off. No need to 
take the unit apart for cleaning— 
dirt and food particles just can’t 
get in this unit! 

Tell the housewife about 
Chromalox “Black Heat” cooking 
which makes food tastier! And tell 
her about the 6 heats for added 
convenience and economy! 

Drive ahead to more sales than 
ever with Chromalox - equipped 
ranges. Use these units for replace- 
ments too—they fit all ranges. 


“How to Sell More 
Electric Ranges” 


is the title of a new book 
packed full of informetion 
of interest to every 
deoler—send the coupon, 
with your business /etter- 
heed, for your free copy. 


EDWIN L. WIEGAND CO. 


7525 Thomas Blvd., Pittsburgh, Pa. 


Send me “How to Sell More Ranges”. 


Name 


Position 
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| clamp down on time sales. 


Canada in Wartime 


house down on appliance dealers,” said 
one man, “is for the government to 
Some 70 
per cent of our stuff is sold on time. 
Stop that and you will hurt business. 
But in my opinion the government is 
in no hurry to destroy any business. 
It does not wish to kill the goose that 
lays the golden eggs. If everyone got 
into munitions work, we'd have to 
live as they did in that fabulous isle 
where everyone took in one another’s 
washing.” 


Chiselling Eliminated 


One of the effects of price tighten- 
ing has been to eliminate chiseling. 
Canada had, in a small way, dealers 
who cut prices. They have quit, and 
as a result are making some money. 
There is not so much outside selling, as 
people tend to come to you now. The 
army has grabbed a few salesmen, but 
many are still working, and average 
(on straight commission) around 
$1,800 a year, it was said. 

Deep in their hearts dealers fear 
only a shortage on ranges and refrig- 
erators. The fact that most appliances 
aid people to conserve and stretch their 
income is a point in their favor with 
the government. If the worst comes 
to the worst, dealers with good service 
departments will continue to have an 
income. 


Aluminum Shortage 


Manufacturers have found the Cana- 
dian government particularly eager 
to keep alive the goose that lays the 
golden egg. Government control 
boards for example stopped the manu- 
facture of aluminum kitchen ware. 
Makers squawked that imports from 
the U. S. were going to ruin their 
distribution system. So U. S. imports 
were ended. At the present moment 
there is no restriction of raw materials 


“YOU USED TO READ THE PAPER AT 
SHAVE, TOO!" 
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except aluminum. In the matter of 
priorities there has been no cracking 
down up to the time of writing. 


New Models Banned 


New models were banned in Novem- 
ber. But in practice it is not as rigid 
as it sounds. If a firm has started 
work on something, it is often given 
permission to proceed. 

To help the local manufacturers im- 
port of appliances have been stopped, 
amounting to 15,000 refrigerators and 
29,000 washers a year, it is said. 

Naturally every outlet in Canada 
tried to corner the market when things 
started popping. One large depart- 
ment store is said to have tried to buy 
10,000 refrigerators. These tactics, if 
successful, would have squeezed the 
little fellow right out of the picture. 


Pattern for U. §. 


But manufacturers and distributors 
are aware that the important thing for 
them is to keep the distribution chan- 
nels intact. Big orders are refused, 
and stock on hand is pro rated to 
everybody. Long credit terms and low 
cash down payments are being elim- 
inated. 

If war comes to the United States, 
the men ELEcTRICAL MERCHANDISING 
saw in Canada think, it will follow the 
same pattern. A lot of the evils will 
be fried out of distribution, but a living 
for all will remain. For the civilian 
population that tightens its belt has 
to have some pleasures—and the gov- 
ernment appears to think that appli- 
ances (which incidentally don’t take 
a lot of raw materials) are as good 
for people to spend their money on as 
cigarettes, costume jewelry, beverage 
parlors, jalopy cars, silk stockings and 
the usual run of wants that man and 
woman is heir to. 


BREAKFAST—NOW YOU HAVE TO 
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and paying 
dividends, 


Yes, it's one of the smartest 
and best-selling ideas that ever 
hit the electrical field. Every 
home is a prospect for a "Buf. 
falo Breez-Air Cooling Fan. 
It solves the problem of sum- 
mer cooling at low cost, and is 
recognized by air conditioning 
experts for its efficiency, quiet- 
ness and all-round satisfaction. 


"Buffalo" Breez-Air Fans are 
quality-built throughout . . . 
large capacity, quiet fans, de- 
signed for years of exacting G 
service. Better write today for ‘ 


_ full details! There's a potential 


market waiting with quick 

profits. nec 
al af 

BUFFALO FORGE COMPANY 
205 Mortimer St., Buffalo, N.Y. 
Branch Engineering Offices G-E 

in Principal Cities Lonn. 
Canadian Blower & Forge Co., itd. Pro 
Kitchener, Ont. 

all G 

ne b 


Quality 
Home Cooling rer 
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IGHTING CAMPAIGNS 
DESCRIBED IN NEW 
MANUAL 


NEW YORK-—Six successful lighting 
quipment sales campaigns held by utili- 
ses in Various parts of the United States 
re described in a 90-page manual com- 
iled by the Home Lighting Equipment 
Beales Committee of the Edison Electric 
nstitute. 

“We have tried to present informa- 

ion of interest to the sales promotion or 

pram for sale of home lighting equip- STILL DON'T 
ent,” says Harry Restofski, Committee : 


hairman and Sales Promotion WHY THIS WASHER is ANY 


Wess Penn Company. 
nd a wealth of material on employee an dis 
NG ealer campaigns, contests, educational _ BETTER THAN THE OTHE 7 
bctivities and advertising, as used by six 
tilities, working under varying condi- j 
ions with budgets of various sizes.’ : 
o 5 One purpose in presenting the book is 
0 stimulate interest and participation in 
he $1,000 Prize Award Contest an- 
ounced on December 3, 1940 by the 
Home Lighting Equipment Sales Com- 
ittee—descriptive folder of which was 
ent to chief commercial executives, sales 
romotion, merchandise and advertising 
anagers of all utilities in the country. 
The manual, composed of extracts from 
he companies’ plan books, reveals how 
rach company analyzes the home lighting 
arket in its territory and determines 
he best method of approach, both in 
hort campaigns and those planned for 
everal years ahead. Dealer and em- 
ae cooperative plans, terms, bonuses, 


MOTOR. HERE'S WHY THAT 


ampaigns. 
Each plan book shows that, while 
active promotion of the principles of 
Better Light-Better Sight has caused an 


Increasing public demand for more ade- ‘“ 
wate light, the domestic lighting equip- E | The Sunlight motor assures you of dependable power for the life of the fates 
ment market in these territories has 
washing machine. That’s been the experience of more than 4,000,000 


is probably true everywhere and one ‘ users of Sunlight-powered washers over a period of 24 years. And in the vaat | 
that should encourage interest on the part i i 


martest 
vat ever 


Ever commercial the Sunlight motor you get greater value and advanced design because it is 
Fan. Contes of the manual which is entitled backed by the resources of General Motors. 
yer Sales Programs,” may be obtained from “For example, you never need to oil this motor. It oils itself for the 
itioning Mon York City, fifty _ life of the washer. Think of the trouble and worry that saves. Then con- 
ne cents a copy. | sider safety. The Sunlight motor protects it- 
self against stalling and burn-outs by provid- 
- ” ing three times its rated power, whenever 
is needed, to take care of overloads. It is further 


xacting General Electric Farm 


day for Sales Booklet Issued 
otential 
quick “General Electric On the Farm,” 
bringing together for the first time in 
me catalogue a representative line of 
al appliances, equipment and_ services 
MPANY offered by the General Electric Company 
ot interest to farm families, is announced 
>» N.Y. By George E. Mullin, Jr., manager of the 


safeguarded by doubly-insulated impreg- 
nated windings and two cooling fans. It is 
quiet and stays quiet, thanks to dynamically- 
balanced parts and a special end-play take- 
up device. That protects you from nerve- 
racking noise. 


G-E f t Brid t, “ 
These Sunlight motor advantages mean a 
e., ut. I Production of the book is an innova- better washer, for, after all, in a washing 


ry in several respects. Not only are 
| G-E appliances brought together in 
me book for the first time, but recom- 
od prices and catalogue numbers of 
ll the products are given. In basic out- 
D une, it achieves the threefold objective 
i telling the farmer about the products, 
Mout their prices, and where he can 
Bt them. Because it is G-E’s first com- 
Prehensive catalogue of appliances, it has 
muready been welcomed as a_ reference 
book by others not directly interested in 
the farm market. 


The 68-page catalogue in 8 x 10-inch 
ze has a bright and attractive cover in 
fur colors, featuring a pretty girl 
Mainst a rural background. Color is 
Also used in several of the profusely illus- 
Hated inside pages. Distribution to all | 
Btm homes having electric power is to | 


Be made through G-E dealers. The back ae ae 
provides space for imprinting the #RODUCT O GE R: 


Healer’ s name. 


machine, everything depends on the motor.” 
Sunlight Electrical Division, General Motors 
Corporation, Warren, Ohio. SY Mis | | 


DEPENDABLE WASHING MACHINE ie | 
MOTORS FOR TWENTY-FOUR YEARS 7 | 
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flew 
PHILCO 
ROOM 
VENTILATOR 


Philco brings you a new 
source of year ‘round profits 
Room Ventilator priced 
lower than ever offered be- 
fore! Based on an _ entirely 
new engineering principle 
that gives it all the efficiency 
of units costing twice as 
much! 
®@ Brings in Fresh, Clean, Filtered Air 
. » » 475 Cubic Feet Per Minute. 
Shuts out Noise, Dirt, Dust. 


@ Exhausts Stale, Stuffy Room Air... 
110 Cubic Feet Per Minute. 


Recirculates Room Air... 
185 Cubic Feet Per Minute. 


Think of the market this amazing 
new low-priced Philco product 
opens for you! Every office, home, 
apartment is a prospect. Large vol- 
ume .. . steady profits. No satura- 
tion no trade-in allowances. 
And it's easy-to-handle package 
merchandise. Weighs only 26 Ibs. 
Installation is quick, easy ... a 
30-minute, one-man job. Don’t wait 
. + » get in early and cash in big! 
Mail the coupon today for full 
information. 


*Price Slightly Higher Denver and West 


Philco Radio and Television Corporation 
Dept. No. 550, Philadelphia, Pa. 

Please send me full details of your dealer 

franchise proposition on the new Philco 

Room Ventilator, together with Discounts and 

your Special Wholesale Credit Terms and de- 

scriptive literature. 


Name 
Street 
County 
City State 
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M. K. B. Spring Range Campaign 


bolic of achievement, is wrapped 
around the range and bears the in- 
scription: “Record-Year Showing of 
Electric Ranges.” The window dis- 
play comes packaged complete and all 
ready to set up. 

Other materials supporting this in- 
genious MKB campaign include bill 
stuffers that advertise electric cooking 
and invite participation in the Recipe 
Round-Up and Spring Showing; a 
self-mailing piece with a similar pur- 
pose. This piece, the Bureau declares, 
is sure to attract attention. It’s cap- 
tion is interesting—“Come into My 
Kitchen, James Montgomery Flagg, 
and help me cook dinner!” Then 
there are tie-in publicity stories, radio 
announcements, extra Record-Year 
ribbons for use on ranges in the show- 
room; counter cards that are four- 


| color repre xductions of the window dis- 


play cut-out. 

As if this were not enough, the Bu- 
reau goes a step farther in suggesting 
additional features that can be used in 
the range promotion. As officials of 
the Bureau point out: 

“Attendance and interest in cooking 
schools can be_ greatly increased 
through demonstrating both the na- 
tional and local He-Man Recipes. An 
additional card for the show window 
covers this angle nicely.” 

The Bureau continues: “Then, for 
the utility or dealer who really wants 
to go the limit, getting reams of pub- 
licity as well as adding a contest-in- 
terest to the campaign, there may well 
be an election of ‘King He-Man Kook.’ 
This could be handled by having a 
committee of local women to select 
the best He-Man recipes of the week 
during the period of the campaign, 
and from these singling out the best 
one.” All of these extra features are 
explained in the big Plan Books. 

That there is a tremendous amount 
of interest in male cooks is evidenced 
by the increasing number of amateur 
men cook clubs springing up all over 
the country, along with the fact that 
men are being selected to write cooking 


CONTINUED FROM PAGE 24 


articles for women’s national maga- 
zines. Four of the Kitchen Bureau’s 
Famous Recipe Men are authors of 
cooking articles. J. George Frederick, 
president of the Gourmet’s Society in 
New York, has published several 
widely read books on food men like 
to eat. Mr. Nejelski and Mr. Mc- 
Fadyen have both appeared in Good 
Housekeeping with signed articles on 
He-Man eating. Dick Pine, of Holly- 
wood, gained fame for a magazine ar- 
ticle called “Women Can’t Cook.” 

However, it remained for the Mod- 
ern Kitchen Bureau to bring this 
timely hobby into national use. As to 
what may happen in the kitchens of 
the nation after the Flagg-signed cook- 
ing diplomas have found their way 
into offices and kitchens—well, that is 
anybeody’s guess. 

“The kitchen,” these male cooks de- 
clare, “was once a sissy place. But 
no longer. Now the kitchen is the 
playground for the National Order of 
He-Man Skillet Tippers!” 

Utilities and dealers who have not 
received the Bureau’s Plan Books or 
kits of sample materials—or who want 
further information—are asked to 
communicate with the Modern Kitchen 
Bureau, 420 Lexington Avenue, New 
York City, or any of the participat- 
ing manufacturers listed below: 

Estate Stove Company, Hamilton, 
Ohio. Frigidaire Division, General 
Motors, Dayton, Ohio. General Elec- 
tric Company, Bridgeport, Connecticut. 
Gibson Electric Refrigerator Corpora- 
tion, Greenville, Michigan. Globe- 
American Corporation, Kokoma, In- 
diana. Edison General Electric Ap- 
pliance Company, Chicago, Illinois. 
Kelvinator Division, Nash-Kelvinator 
Corporation, Detroit, Michigan. Mal- 
leable Iron Range Company, Beaver 
Dam, Wisconsin. Norge Division, 
Borg-Warner Corporation, Detroit, 
Michigan. Stewart-Warner Corpora- 
tion, Chicago, Illinois. Landers, 
Frary and Clark, New Britain, Con- 
necticut. Westinghouse Electric and 
Manufacturing Co., Mansfield, Ohio. 
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"NO WONDER YOUR GRANDMOTHER IS PERSPIRING SO—SHE'S STANDING OVER 


THE 


DEMONSTRATOR!" 
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12-inch 
Oscillating 


Here are the big pro 
makers for 1941— 


Stunning new design, with blad 
base and motor housing finished in 
rich dark bronze and with contrast 
ing Udylite guards make these ne 
Delco Northeasters the most attrac 
tive fans ever offered to sell at sua 
low prices. 


Send for the 1941 Catalog 


See the other new model Aircito 
lator and Vent Fans and the ne* 
sales helps that will make the co™ 
plete line of Delco Fans the mo 
profitable fan line you can handle 


DELCO APPLIANCE DIVISION 
GENERAL MOTORS SALES CORPORATION 
ROCHESTER, N. Y. 


| 
Fe 
—— IN THE LOW PRICE FIELD 
Re 
On / by 10-inch 
Oscillating 
price THE BRAND NEW 
# / 
r 
B-inch 
Non-Oscillating 


Self-Starting 


Rachet Setting Dial; One Minute Ac- 

curacy; Hinged Cover; Lots of Room; 

12 Knock-outs; 1 R.P.M. Indicator 


\\ 
TURN ANYTHING ELECTRICAL 
ON AND OFF REGULARLY 
For Window Lights, Signs, Heat, 
Fans—Hundreds of Useful Jobs 


191 A—Single Pole, 20 Amp. $12.00 

1191 —Single Pole, 35 Amp. 13.00 

962 A—Double Pole, 20 A. ea. 14.00 

1962 —Double Pole, 35 A. ea. 15.00 

Apt. House, 2-S.P. Circuits 22.50 

Sixty Minute and Four Hour Timers 


Dealers Cosh Price 30% From List 


‘% on Two or More 


Carried by Jobbers Everywhere 
FACTORY REPAIRS 


There are hundreds 
of thousands of Tork 9 4 
Clocks in use. Many 
are obsolete. Get 
complete informa- 
tion about repairs 
and when to recom- 
mend replacements. 


4 


OUNT VERNON 


“Ameruan 
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Satalog 


‘the HOTEL MCALPIN_ and 


PERMANENT SHOWROOMS 


TOY MANUFACTURERS of U.S. A., Inc. 
200 Fifth Avenue, New York 


Canvassing 
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perfectly worthless and the whole 
stunt was a bust. On the other hand, 
the little idea of passing out keys 
among which was one which would 
open a certain lock in the store proved 
a great success. Some 7,000 keys 
were passed out and more than 2,000 
people came in and tried the lock, 
thereby tipping off their interest in 
the subject. 

Another thing that Mrs. Evans did 
which many dealers do not do was to 
learn why did people buy from the 
Evans Electric Store. With many 
other places to go, what features did 
the store have that were persuasive? 
Here was the summing up, something 
that neither she nor Mr. Evans had 
thought of before: 

1. They had sold Kelvinators since 
1922, and had a huge backlog of users 
in Bloomington. 

2. Mr. Evans was a good electrical 
engineer, which was an assurance 
that the refrigerators sold would be 
kept operating. 

3. Mr. Evans had a good service 


department, being somewhat fussy on | 


this subject. 

4. The store had sympathetically 
handled its accounts. When a cus- 
tomer suffered a cut in wages it had 
often refinanced him, when out of a 
job it had often carried him. 

5. The store had personal contact 
with a large number of people, inas- 
much as the Evans had lived in 
Bloomington for 30 years. 

Some of Mrs. Evans’ bits of tech- 
nique are as follows: 

1. She keeps three maps on the 


wall and studs them with tacks when- | 


ever she makes a call. A glance at | 


the map whenever she sets out to 
see anyone often reminds her that 


somebody else is near at hand and | 


over she goes and sees them too. 

2. She is a great recipe gatherer. 
Women pass around recipes to one 
another like men tell funny stories. 
Asked a housewife how she makes 
her drop cakes and you have a friend. 

3. Mrs. Evans keeps a card on 


every item that comes in the store. | 
| It gives her all the data on each item | 


as it is sold and a quick picture of 
whether the deal was profitable or not. 

The year 1940 will see sales of ap- 
proximately 105 refrigerators (of 
which 12 reverted) 40 used refriger- 
ators sold, some 70 washers, two 
ranges, 6 sweepers and about 12 
radios sold over the counter, which 
is a pretty fair 1940 job for a small 
dealer, Mrs. Evans thinks. 


This coming year she is putting in | 
| a line of small appliances as she feels 


the net profit from $100 worth of sales 
is very desirable as she has no com- 


mission to pay (on major appliance | 


tips she has been giving away waffle 


| irons). No trade-ins, no delivery and 
| no promotion or advertising needed. 

“Appliances last too long before | 
| they are replaced,” she says. “Small 
| appliances permit you to cash in on | 
the good will you have built in dis- | 
tributing these major items. In short, | 


small appliances are about like the 
filling in a sandwich—they make the 
whole business taste better.” 
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ALL STEEL 
PAK-AGE 
KITCHENS 


THE Lasy Selling PROFIT LINE 


Because: Here is the complete line of matching sinks and 
cabinets 


Because: Here's the line with true merchandising features 
@ Stainless porcelain sinks @ Soap powder baskets 
@ Combination spray faucets @ Long-life cutting boards 


@ Lino-lined cutlery drawers @ Luxury chrome hardware 
Because: One unit sells another 
Because: |t's a virgin, unsaturated market 
Because: |t is an all year-round business 
Auburn Central sinks and cabinets are the line for you to 


handle for quick sales and generous profits. Get complete 
details on the A-C profit plan . . . write, phone, or wire! 


AUBURN CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, INDIANA : 


AUBURN CENTRAL SINKS AND CABINETS - BUILT LIKE A EINE AUTOMOBILE! 


Feature for Easter! 
Hankscraft “Sunray” Egg Service 
Egg Cups Free! 


Complete Unit, $4.95 Retail 


Here’s a great Easter feature! Offer your cus- 
tomers these four large, colorful “Sunray” Egg 
Cups FREE with the purchase of No. 874 Hanks- 
craft Automatic Electric Egg Cooker in matching 
color. Poaching dish also included. The supply 
of cups available on this special deal is limited. 
Order yours today. 


HANKSCRAFT COMPANY, Madison, Wis. 
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WHERE 


UNDISPLAYED RATE: 


Parts, Services 


TO BUY 
& Accessories 


DISPLAYED RATE: 


$1 r lit per insertion Mini > 
hatwe $4.00. First line in small black %22:25 Per inch per insertion. Contract 
face type.) Fractions o ine count rate on request. (An advertising inch 
as a lis Discount of 10% if tul pay is measured vertically %” on one 
ment is made in advance for 4 con- column, There are 4 columns—48 
secutive insertions of undiaglaye -d ads. inches to a page.) 
GUARD 


— 
Handle your refrigerators, ranges, 
radios, kitchen abinets with ber tired wheels, 
ORANGEVILLE fully rubber up 
holstered trucks. The only truck with 


ORANGEVILLE MFG. CO. 


Manufacturers complete line of Floor Trucks 


patented quick change ratchet nose. Rub- 


upholstered throughout. Made in conveni- 
ent sizes. Write for details and prices. 


PROFITS 
with 
SAFE 

HANDLING 


(ORANGEVILLE 


and completely rubber 


ORANGEVILLE 
(Columbia Co.) PENNA. 


PARTS AND 
SHOP 
SUPPLIES 


TO RECOGNIZED SERVICE 
DEALERS — OUR LATEST 


188 PAGE CATALOGUE OF PARTS 


C. E. SUNDBERG CO. 32 


for 
WASHING MACHINES 
IRONING MACHINES 
VACUUM CLEANERS 
Increase your profits on parts and service. 


Send for your catalogue today — But don't 
wait — the supply is limited! 


SELLING 
EMPLOYMENT 


SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


See Last Issue for Advertising Rates 


: MERCHANDISE 
: BUSINESS 


backs. You keep your profits! 


Once sold they stay sold! 


241 W. 23rd STREET, 


RE-NU-VATED 


LBERN VACUUM 


Get these great traffic builders 
Here are low priced sales builders that give perma- 
nent customer satisfaction without headaches or kick- 
All leading brands 
perfectly rebuilt from brush to handle grip. 


© Write for interesting price schedule 


MILBERN VACUUM CLEANER CO. 
NEW YORK CITY 
“Recreators of Vacuum Cleaners” 
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SELLING 
OPPORTUNITIES 


OFFERED—WANTED 
Selling Agencies—Sales Executives 
Salesmen—Additional Lines 


OPPORTUNITY OFFERED 


W. 79th ST. 
AGO, ILL. 


Ww 


ANTED. Prominent manufacturer of sound 
equipment inaugurating a new policy. Re- 


quires men to represe nt him calling on job- 


be 


rs. RW- 
. 42nd St., 


OPPORTUNITY WANTED 


591, Electrical Merchandising, 330 
New York, N 


Twelve years experience in gas and electric 


appliance merchandising. Available for in- 


terview to manufacturer, dealer or distribu- 


tor. Best references. RA-592, 


Electrical Merch- 


FACTORY REPRESENTATIVES WANTED 


For nationally distributed complete line of 
air circulators, desk and exhaust fans 
Unusual sales possibilities due to advanced 
design moves more air per dollar than 
anything on the market, has eye appeal! 
and is competitively priced. Choice terri- 
tories available. 

RW-590, Electrical Merchandising 

620 N. Michigan Ave., Chicago, I)! 
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Send Stetch or Model of your wmvention 


andising, 330 W. 42nd St., New York, N. Y. PATENT ATTORNEY — PROF. ENCINEER 
ALTER SERVICE IS PROMPT 
2042 
—and we have everything you need in  QUaLiTY 
PRODUCTS February, 1941 
AIR CONDITIONING of Alter Co., Harry Landers, Frary & Clark 67 
American Home, The. 42, 43 Leonard Division, Nash-Kelvin- ese bi 
VENTILATING EQUIPMENT American Rolling Mill Co 72 ator Corp. ...... 85 
American Tel. & Tel. Co 79 Link-Belt Co., Stoker Div...... 86 ‘ae 
an EXHAUST FANS Apex Rotarex Corp. Lovell Mfg. Co... Inside Back Cover “loca 
Write for tree catalog. SHUTTERS TTIC FANS : do a 
Inside Front Cover 9 i 
Please use your letterhead. BLOWERS INDUSTRIAL FANS % -38, tries 
AIR CIRCULATORS cGraw-Hill Book Co. . 
THE HARRY ALTER CO. Write for Catalog and name of your near- Auburn Central Mfg. Corp 101 Milbern Vacuum Cleaner Co. 102 mak 
1728 S. Michigan Ave., Chicago, Ill. est distributor, Low prices. Barlow & Seelig Mfg. Co 30 Motor Products Corp., Deep- yoy 
49 65 —h 
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very phase of 
lectrical maintenance 
nd repair work 


overed in this NEW 


5 volumes 
of practica! 
how-to-do-it information 


very man concerned with the care and 
pair of electrical machinery should 
ave these practical books, with their 
Ipful tables, diagrams, data, methods 
nd kinks. Every one of the five volumes 
jammed to the covers with sound, 
ow-to-do-it information—the kind you 


ANTED 

hag es ye to have when anything goes wrong. 
st fan iberal use has been made of practical 
ivanced | Miata and practice in repair shops so as 
appea combine the good features of a library 
> methods with handbook information 
— pvering these methods. 

Til 

ELECTRICAL 

@ 

MAINTENANCE 
AND REPAIR 


LIBRARY 


2042 pages, 1721 illustrations 
and diagrams 


hese books show you how to 


—— all types of motor and generator 
unit. 

—locate breaks in armature windings and 
do a workmanlike job of rewinding; 
—know just what is wrong with an elec- 
trical machine and take charge of in- 

stallation and maintenance work; 
—~make accurate tests of switchboards 
and apparatus and correctly balance 
the power with the load; 
—handle every sort of wiring job: 
—show competence, whether it be in the 
use of a Stillson wrench or a Wheat- 
stone bridge. 


New Trouble-shooting book 


¥, in addition to four well-known practi- 
books on all details of testing, connecting, 
winding, installing and maintaining electri- 
machinery, the Library includes Stafford’s 
“bles of Electrical Equipment, a new 
* full of helpful maintenance informa- 
special trouble-shooting charts, expla- 
n of symptoms and causes of machinery 
ubles, specific remedies, etc. This revised 
rary gives you the ability to handle big- 
t jobs with surety of results. 


10 days’ examination 
Easy monthly payments 
We ) 3 you to examine this Library for 10 days. 
you don’t 


mall monthly payments then, and in a short time 
oks are yours, right while you have 
. Send the coupon today. 


EXAMINATION COUPON 


-Hill Bock Co., Inc., 
W. 42nd St., New Yerk, N. ¥. 
od me Electrical. ‘Maintenance and Repair Library, 5 
umes, for 10 days’ examination. bs I 
%} satisfactory, I will send you $1. 
2.00 & month until $15.00 has ay paid. Other- 
I will return the books postpaid. 


ks sent on approval in U. 8. and Canada only.) 


LETTERS 


LECTRICAL MERCHANDISING—FEBRUARY, 


To the Editor: 

I was greatly interested in the splen- 
did article that you ran in “Electrical 
Merchandising” of October, which de- 
scribed the idea of the campaign that 
was so successfully conducted in 
Tampa, Florida, by our good friend, 
Jack Lacey, Advertising Manager oi 
the Tampa Electric Company. 

As you know, Mr. Lacey recently 
severed his connection with the 
Tampa Electric Company and joined 
the staff of the Ralph Jones Advertis- 
ing Agency. Before joining the Jones 
Agency, Mr. Lacey felt that there 
was a perfect tie-in between the 
Coqui idea and Reddy Kilowatt, and 
he suggested that we take over his 
idea and program. 

Arrangements were made accord- 
ingly and the whole Coqui plan has 
now become the property of Reddy 
Kilowatt and is therefore available to 
companies that subscribe to the Reddy 
Kilowatt program. Therefore, it makes 
it easier for those companies to apply 
any or all of the ideas in Coqui and 
Reddy Kilowatt with regard to electric 
cookery, particularly applied to cook- 
ing by men. 

In the last few years I have real- 
ized the values that lie in populariz- 
ing electric cookery with the men of 
the family because those men, if prop- 
erly taught, would appreciate the 
many fine advantages of electric cook- 
ery from a man’s viewpoint. Whether 
he, himself is a good cook or merely 
because he is interested in supplying 
his family and household with the last 
word in cooking, either because of its 
efficiency or because of its fine values 
for himself and his family, he will 
learn to appreciate the great story of 
minerals and vitamins in food that 
is cooked electrically. 

Mr. Lacey’s idea, as you know, re- 
volved around the formation of local 
clubs to be called the Ancient Honor- 
able Order of Coqui or gentlemen 
cooks. The word Coqui is derived 
from the Latin word, Coquus, which 
means a cook. 

You asked for the correct pronun- 
ciation of the word Coqui and Mr. 
Lacey gave it as “Coke-eye.” 

AsuTon B. CoLiins 
Birmingham, Ala. 


Fred Stephens of Apex wanted to get 
over that the new “Time-Control” Fea- 
ture on their washer "shortens" the time 
to do a job. Hence, the shorts you see 
above. He's not short-sighted, anyway. 


1941 


ance - customer satis 


WILBUR B. DRIVER co. 


@ NEWARK, NEW JERSEY 


There's a pleasant surpris> 
for you in this 1941 SIG- 
NAL Fan Catalog. It illus- 
trates the most advanced 
line SIGNAL has ever pro- 
duced—new streamlined 
desk fans, pedestal fans 
and 20" and 24" Air Circu- 
lators. Every one of these 
many new numbers is de- 
signed to please, built to 
last and priced to sell. Yes, 
siree, SIGNAL has really 
got something! 


Offices in all 
principal cities 


Scudfor your Copy 
OF THE SIGNAL 
FANCatabog 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 
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LETTERS 


A Mutual Exchange of 
Courtesies Inspired by E. M. 


Mr. G. W. 
tary 

Electrical Association of Kansas City 

805 Power & Light Building 

Kansas City, 

Dear 

Since I have left Electrical League 
work, I am afraid the showmanship 
ingle has been sadly neglected. 

I pick up a copy of the December 
issue of ELECTRICAL MERCHANDISING 
and find your picture plastered all over 
the magazine. There are some ques- 
tions I should like to ask you. 

On page 15 the heading over one of 
the pictures states, “All the dishes 
an association secretary has to eat in 
line of duty would reach from 
Yonkers to Blue Eye, Missouri.” 
Wasn’t this picture taken right in 
your own home? It struck me you 
must be home, judging from the lace 
curtains, wall paper, and the disagree- 
able look on your face. If so, what I 
want to ask is why your wife serves 
such terrible food, when you are forced 


Weston, Executive Secre- 


Vissouri 


Jerry: 


to eat it in hotels and various meeting 
places? When I was an association 
good food at 
I am wondering if the old fra- 
ternity is slipping, or whether it is 
just you, yourself. 

The second picture shows you in a 


manager I always got 
home. 


pair of pajamas, very badly mussed, 
‘oming downstairs at night to answer 
the telephone. There are several ques- 
tions I should like to ask you about 
this. First, why—as a league manager 
advocating adequate wiring—don’t you 
have a telephone installed alongside 
your bed? W hy must you walk all the 
way downstairs to answer the ’phone? 
Don’t you believe in adequate wiring ? 
If you do, why don’t you set an ex- 
ample? I think this picture is an in- 
sult to the entire fraternity. 

While I don’t want to suppose so, 
maybe you weren’t in your own home 
in these pajamas. But I am not think- 
ing about this, because I know you live 
entirely too cleanly to even suspect it. 

The second question I should like to 
ask is why the young lady is fully 
clothed and you appear in pajamas. 

It seems to me the setting for this 
picture is all wrong and it should have 
been thought out more thoroughly be- 
tore being placed in the eminent publi- 
ELECTRICAL MERCHANDISING. 

The picture of the man yelling is 
unquestionably your president, who 
wants to know why it is you go off 


cation 


on a drunk for two days and then stay 
a week. It seems this is bad propa- 
ganda because, after all, league man- 
igers do work sometimes. Just be- 
cause you are being bawled out for 
being on a binge I do not see any 
reason for putting the picture in the 
lagazine, 


GEorGE CONOVER, 
Manager 
Public Relations Department, 
Philadelphia Elect. Co. 
Managing Director Philadel- 


trical Association—Ed. ) 


(Former 


phia El 
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Mr. George Conover 
Manager Public Relations Department 
Philadelphia Electric Co. 
Philadelphia, Pennsylvania 

Dear George: 

Thanks so very, very much for your 
charming and delightfully refreshing 
letter of December 19. All through it, 
I could see that scintillating twinkle in 
your eyes, and the subtle gestures of 
your fingers that Les and I love so 
well on the piano keyboard. 

Sure thing, I'll gladly answer your 
questions as man to man. 


Yes, the | 


pictures, showing me in pajamas and | 


eating, were in my home, but only a 
shrewd, thorough, analytical Irishman 
would have guessed that. But you 
should have seen Tom Blackburn, 
western editor of ELECTRICAL MERCH- 
ANDISING, who demanded those shots. 

Tom took off his coat, rolled up his 
sleeves, put on an apron and proceeded 
to smear bacon grease all over the 
place while he cooked the pancakes. 

He was trying to make the point 
that about all a league manager had 
time to eat, too often, were pancakes. 
My wife is an excellent cook, Sir 
Conover, and damn you, if you'll ever 
pay me that visit you promised eons 
ago, you'll get. that enlargening 
stomach of yours filled to overflowing 
And we won't drive 20 miles to the 
seashore to get lobster, and find no lob- 
ster. We'll have a real Kansas City 
steak that'll make your chops quiver 
with delight, if you know what I 
mean. 

I didn’t have time to press those 
pajams, and, besides, real working 
pajamas are always mussed up, or 
didn’t you know that? Tom said a 
league shouldn’t give any 
indication of prosperity in the form of 
a bedside telephone extension. Then, 
too, he wanted to make the point that 
a league manager had to go to the 
trouble of getting out of bed at 3 a.m. 
to chase downstairs to answer a ‘phone 
inquiry from a member. 

The young lady is my daughter, Sir, 
and modern young ladies are supposed 
to stay out until 3 a.m. while their 
over-worked pappas try to get a little 
sleep and rest. But why should you 
have to be so critical and analytical of 
Tom's 


manager 


efforts to evoke some much 
needed sympathy for league managers ? 
Don’t you think we 
tion ? 


need considera- 


Well, I refuse to explain any more. 
However, the next time I see you, if 
the circumstances are favorable, I'll 
start in and amplify everything with 
all the choice words I can gather to- 
gether, accompanied with gestures that 
fairly ooze rhythm and meaning, if 
you know what I mean 

Until then, believe me most hon- 
ored Sir, one of your well wishers of a 
prosperous 1941. 

G. W. Weston, 
Secretary-Manager 
ectrical 


happy and 


Association of 
Kansas City 
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The Merchandising Month By L. £. Moffatt... 
Profitable and Unprofitable Business By Ernest C. Hastings 10 
The fourth in a series of articles on the cost of doing business in 

the appliance field. Real meat here. 

It's a Trade! By George H. Watson. . 12 
A unique promotion by the Anniston Electric i in Alabama which rom 
an unusual flare for business. 

Bad Apples in the Installment Selling Barrel......... 14 
Some of the abuses of the credit selling game may react on the 
business in the form of legislation. 

Canada in Wartime By Tom F. Blackburn. 16 
A quick look at the appliance situation in Canada and some thoughts 
on what war would do to the business here. 

A Peep in the Show Windows of the 1941 Market. 1s 
Four pages of pictures of prominent personalities at the annual 
Housewares Show in Chicago. 

A Great Cooperator Carries On... 2 
J. Robert Crouse is still carrying the torch out in ‘Hartland, Mich.— 
and the community carries a lesson in lighting education. 

He-Man Cooks to be Featured in MKB settee 
Range Campaign... 24 

Canvassing—the Small Dealer's Monopoly........... 2 
An insight into the Evans’ technique of refrigerator selling. 

Two Tough Sales—Sagas of Water Heater Selling 3) 
Two ace salesmen of the Wisconsin Electric Power recount their prize 
winning experiences in selling water heaters. 

Proof That Ranges are Fast and Efficient 

By Grace L. Pennock... ... 35 

Bendix Host to Distributors at South Bend | 37 

Philco at Chicago and New York... 66 

It Pays Him to Play Second Fiddle ae ae 
Fixtures and wiring are all Jack Tennant wants to do business on; 
he leaves the rest to the rest of the trade. 

Streamline—Western Style By Clotilde Grunsky........... “4 
May's Music in Albuquerque have remodelled time and again—here 
is their latest creation. 

How to Fix an Iron 
Some instructive pictures from the service 
Preparing the Way for Rural Sales .......... 
A Candid Look at the N. R. D. G. A. Meeting 48 
Ideas . 4b 
New Merchandise 56 
News 63 


FEBRUARY, 


1941—ELECTRICAL 


| 
| 
—. 
fe 
4: 
$ 
tt 
‘ 


